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oa 
A central station manager writes us that he paid 


for his signs and netted eight cents per K. W. for his 
You can do the same. 


current. 
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Eastern Agent—Federal Sign Sytem (Electric) 
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317 W. 42d St., 
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WHEN YOU SEE A 


Flaming Arc Lamp 


Ask these Seven Questions about it. 





What is its current consumption ? 

Its burning hours? 

Its initial price ? 

Its initial expense ? 

Its maintenance expense ? 

Is it attended by skilled or unskilled labor ? 

What is the life of such a lamp? 

The Excello Flaming Arc is the only lamp 
that will be found to answer all these ques- 


tions satisfactorily. 








That is why it is 


** Seen Everywhere ”’ 








EXCELLO ARC LAMP COMPANY 


GRAMMERCY BUILDING 
NEW YORK CITY 


In writing to advertisers, mention “Selling Electricity.” 
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THE NEW BUSINESS DAY 


FULL ACCOUNT OF THE SESSIONS OF FRIDAY, JUNE 7. PRE- 


PARED BY SELLING ELECTRICITY’S OWN REPORTER. 





G. W. 


HARRIS 





O a goodly number of the 1,400 

a | and more delegates who at- 
tended the Thirtieth Conven- 

tion of the National Electric Light 
Association, held at the New Willard 
Hotel in Washington, June 4th to 7th, 
the sessions of the last day were the 
most attractive of the whole extremely 
interesting program. The convention 
was the best attended, the biggest, the 
most enthusiastic and probably from 
every point of view the most success- 
ful in the history of the association, 
and from several considerations the 
last day was the most important of 
all. This was called “Commercial or 
New Business Day” and its whole 
program was devoted to the subject 
of business getting. 


After two technical reports held 
over from the preceding day had 
been disposed of, President Arthur 
Williams resigned the chair to Mr. 
W. W. Freeman, of Brooklyn, the 
chairman of the Committee to Assist 
in the Further Development and 
Prosecution of the Plans of the Co- 
operative Electrical Development As- 
sociation, who was listed on the pro- 
gram to outline the “Scope and 
Character of Papers and Discussion.” 
Mr. Freeman promptly showed the 
qualities of an able presiding officer. 
Inasmuch as the convention was one 
hour behind time in reaching the busi- 
ness scheduled for the day, he plunged 
into the midst of things at once and in- 
stead of “wasting any time in pre- 
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the session 


real 


liminary talk, “he said, 


would “try to show the com- 


mercial. spirit and finish on time.” 
Mr. J. 


Crouse, of Cleveland, with the remark 


He then introduced Robert 
that if anyone present did not know 
the first speaker of the session it was 
because he could not be reached by 
the United States Mails. 

MR. CROUSE’S PAPER. 

Mr. Crouse presented his paper on 
“Co-operative Commercialism in the 
Electrical Field,” by summarizing its 
salient features. He pointed out that 
commercial co-operation “amounts to 
the recognition by increasing numbers 
of men of the fact that they can gain 
more individually by joining others in 
the prosecution of an enterprise than 
is possible in an equal degree by their 
segregated, conflicting, individual ef- 
fort’ and, taking up the practical 
aspect of this thesis, that “This ques- 
tion of educating the public to the 
freest posible use of electricity for 
light, heat and power is a vital, exist- 
ing community of interest to us all, 
whether we manufacture, job, con- 
struct or sell current. 

“We are in fact joint sellers of the 
final service. Here is the edge of the 
commercial wedge which we owe it to 
ourselves and to one another for the 
purest of commercial reasons to drive 
home by the most effective methods 
for the expansion of the market, com- 
mon in this degree to us all.” 

Mr. Crouse then outlined the plans 
which have been passed upon fav- 
orably by the special committee of the 
N. E. L. A. of two years standing, “as 
well as by committees of all the re- 
presentative associations in the elec- 
trical field.” include 


These pro- 


visions for a corps of expert solicitors, 
one for power work, one for heating 
and one for lighting; for representa- 
tives among the electrical contractors, 
among architects, builders, contract- 
ors, etc.; for the issuance of com- 
literature to the 

trade and to allied trades; 


operating advertising agencies and for 


mercial electrical 


for co- 


a national campaign of advertising in 
magazines and periodicals. On cer- 
tain of the plans outlined $55,000 has 
been spent and fully an equal amount 
by the trade papers and advertising 
agencies and others whose co-opera- 
tion has secured and induced. 
In the last ninety days $90,000 has 
been underwritten, and for the com- 


been 


pleted plans as drawn an ultimate an- 
nual expenditure of $370,000 is in- 
volved. 

As to the results secured, said Mr. 
Crouse, a summary of reports from 
934 central stations showed an aggre- 
gate for 1906 of $871,347.50 expended 
in taking up new commercial activi- 
ties ; and with the reasonable assump- 
tion that this “has continued for the 
five months of 1907, it would now 
$1,234,408.95. Allowing 
45 cents as a liberal estimate of the 


aggregate 


cost of securing a 16 cp. equivalent of 
new or added this would 
result in 2,743,131 sixteen cp. equiva- 
lents, or 137,156.55 kw. 


business, 


“Assuming that this business was 
added to the peak, (or would eventu- 
ally come to be), it would have cre- 
ated, at $100 per kw., a demand for 


electrical and other apparatus and sup- 
plies aggregating $13,715,655, which 
would directly accrue to the benefit of 
the manufacturers, jobbers, and con- 


tractors and aggregate sales of electric 
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current for the central stations in the 
amount of $6,857,827.50. 


“Indicated by the barometer of 


incandescent lamp demand, it may be 
said that this co-operative movement 
was started May 12th, 1905, when the 
incandescent lamp manufacturers ap- 
propriated the initial $10,000 for its 
execution. The gain in lamp sales 
for the country at large was 5 per cent. 
in 1904 over 1903; 8 per cent in 1905 
over 1904; 20 per cent in 1906 over 
1905, and so far this year more than 
25 per cent. over the corresponding 
period of 1906. 

“With due regard for the prosper- 
ous times, which we have enjoyed 
here is a result which rightfully must 
challenge your attention. 

“It has not been possible to get a 
complete tabulation of the results, 
some of which have just been indi- 
cated, and this should, therefore, be 
taken as an offset in the interpretation 
of the results as being traceable in a 


large degree to the co-operative move- 


The Exhibition Hall as tt appeared at night. 


ment. Viewed as a whole, the ex- 
penditures incurred in relation to the 
business which has been developed 
from the standpoint of the manufac- 
turers alone is but .004 per cent in re- 
lation to the added business. If the 
result be cut in two, it amounts to .008 
per cent, or if one-fourth to .016 per 
cent.” 

Mr. Crouse concluded: 

“Electricity itself applied to com- 
munication and transportation in the 
annihilation of time and distance has 
been, and is the real instrument of all 
closer commercial co-operation and as- 
sociation upon which modern business 
development is based. I submit to 
you, therefore, that we, of all men, 
who are its immediate devotees, should 
be the first to recognize the essential 
unity existing in our own business, 
display our willingness to work the 


problem out together and secure finally 
the tremendous business benefits which 
surely must follow.” 








The decorative lamps being of orange color did not show 


in photograph. 
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As soon as the applause which 
greeted Mr. Crouse’s paper had sub- 
Mr. John F. Gilchrist, of 


Chicago, read the report of the N. E. 


sided, 


L. A. Co-operating Committee, re- 
commending the hearty endorsement 
of the co-operative movement as now 
outlined and proposed and suggesting 
the active participation in the organ- 
ization and direction of the associa- 
tion by the member companies. 

Mr. New 
York, then read a paper on “Possibil- 


Henry L. Doherty, of 


ities of Commercial 
Mr. 
with a quotation from 


Development.” 
Doherty began 
his opening address 
to the N. E. L. A. in 
May, 1902, 
when he had predicted 
that 


Cincinnati, 


“within five years 
the members of 
will 


lose sight of engineer- 


our 
association al.nost 


ing matters in_ their 
increase 


While pw 


this prophesy had not 


eagerness to 
their sales.” 
been wholly realized, he went on to 
say : 

“We have already reached the com- 
mercial age. Each day the commer- 


cial end of our business assumes 


The 
done by 
many central stations in the country 


greater and greater importance. 
aggressive work being 
has created a new standard of light- 
ing, and while it is possible for the 
other central stations to do nothing 
and still reap some benefit from the 
work of others, it is now possible for 
a small expenditure of money and ef- 
fort to bring splendid returns in the 
field of development of business.” 


. W. Freeman who presided at 
the New Business Day 
S@SSTONS. 


Instancing the lavish use of light by 
the exploiters of our large national 
expositions, Mr. Doherty pointed out 
that the thousands of 
have 


visitors who 
attracted to the national 


expositions by the lavish use of light, 


been 


can be attracted to any city that uses 
light with lor 
every dollar of benefit secured by the 
national 


equal profusion. 
dollars of 
benefit will be secured to the city that 
can make its lighting brilliant to a 
degree that will attract universal at- 
tention and Mr. Doherty 


expositions ten 


wonder.” 
continued : 
“We used to talk 
about the point of sat- 
uration, that 
should 
have sold all the light 
and power that could be 


meaning 


time when we 


sold in a given city. If 
there is such a thing as 
the saturation limit we 
have not yet found it. 
I can say truthfully that 
the longer we carry on 
the development of 
work, the more easily additional busi- 
ness is acquired and the more business 
there is still in sight.” 

This received with 
hearty applause, and the chair re- 
marked that the association would be 
perfectly willing to let Mr. Doherty 
go on making predictions if they 
would continue to be fulfilled as com- 
pletely as were those he had already 
made. 


paper was 


An extremely interesting and sug- 
gestive paper on “New Business— 
How to Get It—How to Keep It” 
was then read by Mr. F. M. Tait, of 
Dayton, Ohio. 


Lack of space forbids 
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even a summary of all the points of 
Mr. Tait’s paper, which touched upon 
such topics as the card index system, 
central station libraries, solicitors and 
their records, instruction, etc., adver- 
tising, outline and window lighting, 
electric signs, display rooms, and 
others. One of the most important of 
his recommendations was in_ these 
words: 

“The use of the local newspapers 
should be undertaken with cuts and 
well-written advertisements properly 
displayed and frequently changed. 
This is a part of the new-business ef- 
fort that should be carefully looked 
after, as considerable money may be 
wasted if the subject is not intelli- 
gently handled. The newspapers are 


also likely to be friendly, especially if 


your company’s attitude is right, the 
service good and the rates normal.” 


man 


. ith Padegheg bata 


Mr. J. E. Montague, Reporter, of 
Niagara Falls, N. Y., in his paper on 


“New Business Results Demonstrated 


in Cities of All Sizes” presented an 
interesting series of tables showing re- 
sults achieved in a dozen different 
cities ranging in population from 1350 
to 1,425,000; and in his summary of 
the facts deduced ee ample proof 
that “aggressive commercial depart- 
ments are the most important factors 
in the cultivation of improved relations 
with the public and have in numerous 
instances been worth to companies all 
they cost from this standpoint alone.” 

This finished the first section of the 
day's program, devoted specifically to 
“The Commercial Field.” “Ques- 
tions of Policy” was the classification 
of the next section taken up, and 
under this general heading Mr. F. A. 
Willard, of Rochester, N. Y., pre- 





Watching the Drill at Fort Meyer. 


A snap-shot by the Convention Daily's photographer. 
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sented a paper on “Sales Policy in 
Combination Gas and Electric Com- 
panies ;’ and Mr. F. W. Loomis, Re- 
porter, of Savannah, Ga., read one on 
“Co-operation of the Electrical Trade 
Papers in Business Getting.” Under 
the subdivision “Wiring” Mr. F. H. 
Golding, of Dayton, Ohio, read a 
paper on “How to Get the Old Build- 
ings Wired”, Mr. J. Sheldon Cart- 
wright, of Knoxville, Tenn., took 
up the subject of “How to Get the 
New Buildings Wired” and Mr. 
James R. Strong, of New York, presi- 
dent of the National Electrical Con- 
tractors’ Association of the United 
States, who was on the program to 
speak on “Co-operation of the Elec- 





The Capitol 


trical Contractor in the Wiring of 
Buildings,” chose as his subject in- 
stead “Co-operation of the Contractor 
in Business-Getting.” Some of the 
good things in Mr. Strong’s address 
which brought cordial applause were 
these: 

“It seems to me that nothing is of 
greater importance to this movement 
for extending the electrical business, 
than that the fly-by-night, trouble- 
breeding, flexible-cord installations 
and their like be relegated to ob- 
livion.”’ 

“The secret of the success of this 
co-operative association is that all 
shall contribute to its support, and 


the secret of its ability to obtain sub- 
stantial contributions toward _ this 
great movement of publicity and ex- 
tension from all interests is that its 
influence shall be such that the busi- 
ness secured by the various interests 
shall be profitable.” 

“In conclusion: let us all co-operate 
in increasing the wiring of buildings ; 
in the standardizing of such wiring, 
and in perfecting such relations as 
will inake such wiring profitable to all 
concerned. In the words of the im- 
mortal Crouse, push “all together— 
all the time—for everything elec- 
trical.” 

This was followed by a brief dis- 


cussion, the gist of which was that 





Congressional Librarv. 


the best results are accomplished by 
co-operation with the contractors. 

Mr. M. S. Seelman, Jr., of Brook- 
lyn, thought the whole matter lay 


largely in the hands of the contractors 
themselves. Mr. Leon H. Scherck, 
of Birmingham, Ala., said his com- 
pany had found that the best solicitor 
it had was the electrical contractor— 
“in co-operating with him it is not 
necessary to sacrifice any new busi- 
ness. We must not forget that he is 
in business just as we are.” His firm 
had found it profitable to plan installa- 
tions with contractors and sometimes 
held monthly meetings with them 
Mr. George R. Stetson, of New Bed- 
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ford, Mass., raised a hearty laugh by 
instancing a case he knew of where 
instead of doing any wiring the light- 
ing company set its solicitors to worix 
to find new houses, with the reslt 
that “a man either wired his house, 
moved out of town, or died.” 

Under the final heading of the pro- 
gram for the morning session, “The 
Solicitor’, Mr. R. S. Hale, of Boston, 
spoke on the “Value and Use of Solic- 
itors’ Handbook” and also read a 
brief paper on “Practical Experience 
with a Handbook” by Mr. L. D. 
Gibbs, of Boston. Mr. George 
William’s paper on “Sizing up the 
Territory—Preparing the Lists of 
Prospective Customer’s was read by 
Mr. W. H. Gardiner, of New York. 
Mr. Williams said, among other 
things: 


“A few years ago the name and ad- 
dress of house occupants might suf- 
fice for a list of prospects; now a list 
of a score of items can be recorded to 
one household and all worked on to 
advantage, because electricity has been 
applied with efficiency at a more rapid 
rate than the central station has edu- 
cated its public. 

“We are apt also to underestimate 
the purchasing ability of the prospect. 
It should be remembered that in the 
majority of instances the same amount 
of money, or greater, is already being 
expended by the prospect for the same 
object with nearly every difference in 
favor of electricity.” 

The morning session ended with a 
paper by Mr. Frank W. Frueauff, of 
Denver, enumerating the “Qualifica- 
tions of Solicitors for Different 


Classes of Business.” 








pensive for you, because it is not. 


Electric Co., Ottumwa, [owa. 





No shock is ever caused by our prices. Our work, goods and charges 
give three-fold satisfaction. A house without electrical appliances is only 
half finished, the most important factors of comfort being omitted. Don’t 
stick to grandpa’s ways from this mistaken opinion that electricity is too ex- 
Modern ideas are within everybody's 


reach. Call Phone 202 or stop in at 207 East Second St.—/oling 














































President Arthur Williams 


ON THE 














Necessity of Conciliating Public Opinion 


ot ot ot 





to it, Chicago and London have won notable 
victories during the year. This appears to have 
been done entirely through an educational appeal 
to public reason. The facts for and against the 
movement have been fully and clearly stated and the public was 
not slow in deciding between right and wrong, nor long in making 
known its decision. 

Fair play may be expected from the American public. But 
it must have facts, not personal opinions with nothing behind them 
other than “mere assertion.” For many years the public has heard 
only one side of the question, and, therefore, could not do other- 
wise than form a one-sided—and as subsequent events have 
proven—a wrong opinion. This pause should not be considered as 
a victory. Rather simply an indication that the public is willing 
to hear both sides and to render its opinion in favor of those who, 
in their treatment of the public, are in turn entitled to public support. 

The power of public opinion, and the resistless force it exerts 
when centered upon a given subject, has been one of the object 
lessons of the year. It promises to become increasingly a predom- 
inant feature in the conduct of the affairs—political, corporate and 
individual—of our American municipalities. It should be carefully 
studied, shaped where wrong, and always reckoned with. 


—From President Williams’ Address to the Convention. 
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AFTERNOON SESSION 





FINAL MEETING OF THE THIRTIETH ANNUAL CONVENTION 
REVEALS HOW GREAT IS THE INTEREST IN 
COMMERCIAL PROBLEMS 


HEN Chairman’ Freeman’s 
gavel fell promptly at 2.15 
o'clock, calling to order the 
final session of the Thirtieth Conven- 
tion, the large attendance testified to 
the serious concern with which new 
business problems are being studied 
by central station managers. While 
a few whose interests centred about 
technical subjects were absent, their 
places were more than filled by com- 
mercial men to whom this day’s pro- 
ceedings were the vital part of the 
whole convention. 

After the reading of Mr. Marlow’s 
paper, “Advertising Results Demon- 
strated in Cities of All Sizes,” Mr. 
Leon Scherck prefaced his contribu- 
tion with the suggestion that the read- 
ing of papers be omitted in future con- 
ventions. The suggestion seemed to 
meet with some approval, as did also 
his paper, “How to Measure Results 
and Pay Solicitors.” 

Mr. D. J. Kenyon, Vice-President, 
the Sheldon School, then made a brief 
summary of the salient points covered 
by his paper. Being restricted as to 
time, Mr. Kenyon covered the subject 
only briefly, but so well were his re- 
marks received that Mr. Freeman ex- 
pressed the thanks of the meeting. 
Mr. W. H. Gardiner and Mr. E. N. 


Wrightington responded briefly to a 


call for discussion of the half-dozen 
papers preceding. The point made by 
Mr. Gardiner was that electric light 
men should study their competitors 
more closely. 

The papers on advertising were 
then taken up, the first speaker being 
Mr. C. W. Lee, whose offering was a 
steriopticon talk. He was introduced 
by Mr. Freeman with these words: 

“There is no more healthful agent 
in our business than the art of ad- 
vertising, and we are tu have the privi- 
lege now of hearing and seeing the 
presentation of an advertising exhibit 
from the representative of one of the 
most progressive advertising com- 
panies, Mr. C. W. Lee, of Newark, 
N. J.” 

Mr. Lee’s talk not having been pre- 
pared in time for issuance with the 
other papers, and no copy having been 
taken by the official stenographer, 
SELLING Exvecrriciry publishes it in 
full in another part of this issue. At 
its conclusion, the Chair said, “You 
will all agree that this has not only 
been interesting and helpful to us, but 
indicates the scope of these advertis- 
ing campaigns, and the practical re- 
sults obtained. [I am sure that the 
preparation of this review has cost 
Mr. Lee both money and considerable 


effort, and our thanks are due to him, 
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and I am sure you will authorize me 
to tender them to him in your behalf.” 


The following papers were then 
presented: ‘‘How to Make the Most 
of Newspaper Advertising,” Mr. A. D. 
Mackie, Peoria, Ill.; “Measuring the 
Results of Advertising,’ Mr. M. S&S. 


Seelman, Jr., Brooklyn, N. Y.; “Value 
of the the 
Agency or Specialist,” 
Manning, Owosso, 


Service of Advertising 
Mr. Lawrence 
Mich.; ‘Display 
Room and Demonstration as Business 
Getters,’ Mr. E. 


idence, R. 


R. Davenport, Prov- 
[.; “New Business by In- 
Methods,” Mr. L. D. Mathes, 
Dubuque, la. ; “Co-operative Lighting 
of Streets by Merchants,” Mr. H. J. 
Gille, St. Paul, Minn.; “Illuminating 


direct 


Engineering as an Aid to Securing 
Mr. C. F. 
‘Methods 
Business,” 


and Retaining Business,” 
Oehlmann, Cincinnati, O.; 
of Securing Residential 
Mr. R. W. Hemphill, Ann 
Mich.; “Methods of 
Window and Outline Lighting,” 
Homer 


Arbor, 
Securing Sign, 
Mr. 
Neb. ; 


“Methods of Securing Power Busi- 
a 


Honeywell, Lincoln, 
ness,’ Mr. George N. Tidd, Scranton, 
Pa.; “Catering to Power for Auto- 
mobile Charging,” Mr. R. W. Rollins, 
Hartford, Conn.; “Establishing Day 
Circuits in Towns of 10,000 Popula- 


tion and Under,” Mr. F. H. Plaice, 


New Bremen, O.; “Methods of Ex- 
ploiting Electric Heating Devices,” 
Mr. T. K. Jackson, Mobile, Ala. 


At the completion of the last paper 
Chairman Freeman threw the meeting 
open to a discussion, which proved 
very interesting. Mr. Tidd’s ideas on 
“off-peak” contracts were endorsed 
and examples given to show that this 
form of contract is reasonable to the 


customer. The members then 


went 












after Mr. Plaice, of New Bremen, O., 
with a volley of questions and requests 
for facts and figures. He stood his 
ground well, giving the details of the 
methods whereby he has achieved an 
income of $8.50 per capita. 

Mr. John Gilchrist then offered the 
following motion, which was carried: 

“T move a vote of thanks to the pub- 
lishers of the ‘Convention Daily. .I 
think they have rendered an excellent 
service to the National Electric Light 
Association this year.” 

Mr. congratulated 
the meeting upon having concluded its 
work the allotted and 
upon the number and high class of 


Freeman then 


within time, 
the papers which had been prepared 
for-its consideration, after which he 
resigned the chair to President Will- 
iams. 

The concluding minutes of the meet- 
ing, under the guidance of President 
Williams, were given over to the read- 
ing and adoption of a resolution of 
thanks to the people of Washington 
for their part in the successs of the 
convention, after which the members 
went into executive session. 











Snap-shot of J. Robert Crouse. 
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A REVIEW OF PUBLICITY METHODS 





A STEREOPTICON TALK BEFORE N. E. L. A. PUBLISHED EX- 
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HE Convention Hall was dark- 
ened for Mr. Lee’s talk, and 
in order to facilitate the prog- 

ress of the program the speaker only 
displayed a portion of the lantern 
slides which had been prepared. 

In opening Mr. Lee told a story to 
illustrate central station conditions. He 
said in part: 

“Pat had just come over from his 
native land, and was visiting his 
brother Tim in Colorado. Tim’s voca- 
tion was that of fireman on one of the 
mountain roads. In order that Pat 
might see some of the beautiful scen- 
ery and learn more of the country of 
his adoption, Tim had him ride on 
his engine over one of the mountain 
divisions. Seated in the cab on the 
high cushion, Pat watched the foot- 
hills recede as the engine with its train 
plunged into the recesses of the moun- 
tains. One moment he could see hun- 
dreds of feet below, through scrubby 
pines and quaking aspens, the green 
valleys, then they would plunge be- 
tween towering boulders, swaying 
from side to side, Pat clinging to his 
seat with difficulty—around a sharp 
curve rushed the train. The black 
yawning mouth of the tunnel loomed 
in view directly ahead. Pat gasped. 


Tim yelled out above the roar of the 
train, ‘What’s the matter? Don’t you 
enjoy it? ‘Oh, it’s grand, it’s 
grand! exclaimed Pat, ‘but, for 
Hivin’s sake, Tim, don’t miss that 
hole!’ 

















Booklet Cover Design 

“The successful central station train 
to-day is running on the track of ju- 
dicious advertising, coupled with intel- 
ligent soliciting. Beyond the tunnel 
of business vicissitudes lie green fields 
of increased earnings and substantial 
dividends. Now, my appeal to-day to 
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you—men representing the commer- 
cial end of a great industry—is not to 
miss the hole. 

“Results—substantial results—is the 
demand made upon every commercial 
department. Your directorate do not 
care how these results are obtained. 
They only insist that they shall be se- 
cured with the least possible expendi- 
ture. 

“Several weeks ago I received an 
urgent appeal from Mr. Lupke, the 
esteemed editor of the Question Box. 
He feared that the advertising section 
of the Question Box would fall flat un- 
less more answers were secured. After 
a careful perusal of the questions, I 
was assailed with the thought, ‘Have 
all of our educational efforts been in 
vain?’ Here are two of the questions: 

““Tf you had an advertising appro- 
priation of from five to fifteen thou- 
sand dollars, would you spend it in the 
street cars or the newspapers ?” 

“*With an adequate new business 
appropriation, would you expend this 
money for solicitors or advertising?’ 

“These questions struck me as be- 
ing about as inane as the time-worn 
query: ‘Which would you rather do or 
go fishing ?’ 

“Thousands of dollars are being ex- 
pended. foolishly each year on central 


BETTER GET IN LINE 


What is the lesson to you in the amazing progress in the South? 
only $60,000,000 invested in cotton mills in the entire South; now there is over $225,- 
000,000 20 invested 
In 1890, $659,000,000 was invested in general manufacturing; in 1905 $1,500,000,000. For the same 
value of Southers manufactured products increased from $917,000,000 to $1,750,000,000; and 
ports from $306,000,000 to $555,000,000 
These are a tew from a great mass of hqures showing the wonderful development of Southern industries. 
Manufacturers by the score, in every line of business, are removing their plants to the South, every month 
in the year. You would do well to get in line. Everything is im your favor; everything you need may be ob- 
tained cheaply and you can, while masntamung your selling price, greatly reduce your cost of production. 
Come to Columbus, deftined to become the great manufacturing center of the South, with its unlimited 
water power, its splendid location and facilities, and its exceptional climate, cheap transportation and ease of 
access from every point of the compass. If you have doubts, all we ask is to know what they are. 


THE COLUMBUS POWER COMPANY 
COLUMBUS, GEORGIA 


Power Campaigu 


station advertising. I venture the pre- 
diction that within the next two years, 
syndicate advertising, as applied to 
central stations, will have passed out. 
By syndicate, I mean the preparation 
of stock campaigns or copy, which, in 
the past, have been made to apply to 
all classes of central stations. We are 
living in an age of specialists and the 
advertising specialist is essential to any 
live central station. 

“To be true to the best interests of 
his clients, the commercial engineer or 
specialist, must make a careful study 
of local conditions, then plan the cam- 
paign and copy to fit these conditions, 
working at all times in harmony with 
the soliciting force. The solicitor is 
the first requisite for a new business 
department, but he can be materially 
strengthened in his work through 
plans laid out by the advertising spe- 
cialist. 

“One lighting company which | 
have in mind, after three years of suc- 
cessful follow-up methods, killed the 
advertising appropriation this year 
and nearly doubled its soliciting force. 
The business has fallen off under this 
plan, and the directors now realize the 
folly of discontinuing their advertis- 


ing. 
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“All new business efforts are ac- 
cumulative in results, and to get these 
results you must everlastingly hustle, 
hustle, hustle! 

“Within the allotted time during 
this crowded business day it would be 
impossible to show complete advertis- 
ing campaigns. However, I have pre- 
pared a number of slides which will 
give the commercial men present some 
idea of successful central station ad- 
vertising and publicity methods.” 





2 | 
| Plain Traction Talks | 
| Talk No. 1 


This is the first of a series of Plain Talks to the people of Lynch. 
burg upon the Traction, Lighting and Gas situation. | 

We are living in an age of plain speaking and deep thinking. Now | 
it is our earnest desire to have the peoplc of Lynchburg think “Right” 
upon the problems which confront us today, in the endeavor to give | 
you as good traction and lighting service as any city of proportionate | 
size in the country. | 

We fully realize that your interests are our interests and we want | 
you to make our interests your interests. Thisis a fair proposition, 
and, by working in harmony, we can aid in making Lynchburg, the 
— city in the grand old commonw ealth of V irginia. 

‘e have decided to pursue an “Open Door’ policy with the 
Lvcakiune public, and, to present, in a direct way,every Phase of our 
business dealings before the open court of ‘Public Opinon.” 

There is nothing to hide in our declings with you and it is our 
purpose to take you iato onr confidence. 

In these talks we are going to tell you how, during the past few 
years we have expended thousands upon thousands of dollars in better- 
ing the physical conditions of our property, because we believe in the 
future of Lynchburg an: ‘ause we x. ee o wive the city 

The FINEST STREET CAR 

The FINEST ELECTRIC LIGHTING "SERV ICE 

The FINEST GAS SERVICE 
commensurate with a city of its population 

Then there are plans for the future, plans that mean the expend- 
iture of very larger sums of money. We are going to tell you about 
these plans. We feel that you have a perfect righttoknow just what 
has been done and just what we cuntemplate doing later on. 


Street Lighting Situation 


No one realizes, better than ourselves, the present wretched con- 
dition of the street lighting system. Under existing circumstances it 
has been impossible to remedy these conditions. The types of arc 
lamps on circuit are obsolete—it has been next to impossible to secure 
repair parts for them. The conditions placed upon us, since the ex- 
— of the long term lighting — precluded al! possibitity of 

— the system in proper opera 
At the present time there is verrere "the City Council, a proposition 
from us for the instalation of a modern system of street lighting, at 
eminently fair lighting rates to the city. This proposition bears cer- 
tain provisions, whereby the city can purchase the system at the end 
of certain specified periods, should it be deemed advisable. 

We want to give the people of Lynchburg a “Square Deal” and all 
we ask from you is a “Square Deal." We want your co-operation to- 
ward bringing about better conditions. 


| Watch These Taiks—They Will Interest You 


NOTE—Something new will appear each day in these Talks upon 
the Traction and Lighting situation. Give them — consideration. 
It is our aim to serve the best interests of the pu’ 

LYNCHBURG oe, & cet co. 
| By R. D. Apperson, President. 


Slides were shown of a number of 














successful bulletins and pieces of ad- 
vertising matter, as well as letters, in 
a number of direct-by-mail campaigns 
which had been successful in cities 


from 10,090 population to a million. 
Figures of results obtained were given 


and covered power, store and window 
lighting and residence campaigns. 


Passing into the newspaper adver- 
tising field, Mr. Lee said: 

“It is a popular falacy among cen- 
tral station managers that newspaper 
space possesses little or no value. 
Within the past two years it has been 
demonstrated by many central sta- 
tions, large and small, that the 
columns of the local daily press can be 
used to advantage in advertising the 
wares of the central station. The value 
of newspaper space is determined by 





About Scranton Water 
Talk No. 1 





Public Service Companies in all parte of this bread land today 
realize to a greater extent than ever before that their greatest need 
ng between the public and the 


only by giving satisfactory service, and by roe satisfactory rela. 
tions with the public and the municipal a1 

And knowing this, it is the most ardent yorsers of the wide-awake 
and progressive manager to give satisfactory service. 

This principle is so trite and axiomatic with bimt that he is prone 

times to think that the general public knows it as well as he 

does But unfortunately wherever a company has met with adverse 
circumstances, of whatever kind, that is never true. 


This has been the experience this winter of the Scranton Gas 
and — a ny 
has been serving the City of Seranton for fifty 
er millions of-dollars to give this city the 4 
ATER ‘surety in IN THE STATE OF PENNSYLVANIA. 
and its most ardent desire. Up to mh 
on ae na ErOne ee wholesome and free from taint of 
discase 
typhoid made its appearance here and began to — 
oo rma Sood @ City of Scranton was more surprised or 
the eflcers and managers of 
wane Anneke 
et outbreak of the dread disease to the present day the 
officers of this Company tah done al they could d 
pear Thy om Aad a ee ae 
make the water supply pure and who! 





Therefore, we are going to tell YOU—through the »_newnpapers 
tn this wag Just what vo hove done and ore doing now 
to keep the water supply pure, ead 0 ir 0 cular cation 

We want YOU to understand our true posi! 


Beranton has the best devised water in the Btgte 
a ‘lvania. sant te be te BEAT IN EVERY 
, and we are doing our best to make it the BEST. 


Lp Ry ht er S 

















the copy used. More and more our 
electric companies are depending upon 
the newspaper to achieve results. The 
examples shown of newspaper copy 
have been selected at random. The 
combination of proper design and 
right copy will rivet the attention of 
the reading public. 
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“In these days when the public 
utility companies are being roasted on 
the griddle of public opinion, it is an 
encouraging sign to discover that the 
lighting company and municipality 
whose interests are practically identi- 
cal can work together in the utmost 
harmony in the up-building of the 
community. 

“In a southern city there is located 
a company which, besides a present 
water power development of 12,000 
hp., have under way a prospective de- 
velopment of 40,000 hp. additional. 
This company combined forces with 
the local Board of Trade and the city, 
in the preparation of an advertising 
campaign, outlined to draw industries 
to the city. Magazine copy and news 
publicity methods were used in the 
initial work, and to-day a follow-up 
campaign directed to a large list of 
northern manufacturers is being sent 
out by the power company. 

“The Savannah Electric Company 
have followed in the wake of the Co- 
lumbus Power Company in an en- 
deavor to co-operate with the city in 
an industrial way. Their newspaper 
copy is of a semi-publicity nature. 

“There is great need at this time for 
public utility companies not only to 
secure, but to retain the good will of 
the community which they serve. The 
question of corporation control has 
been relentlessly sweeping the country 
and has forcefully attacked the light- 
ing companies. No better medium of 
changing community sentiment can be 
used than the display columns of the 
local newspapers. Alert, keen and far- 
sighted newspaper men with the prop- 
er viewpoint toward corporations, and 
under conservative direction, must be 
employed to successfully conduct cam- 





paigns of this characier. Where this 
is done, truly marvelous results can 
be secured. 


———---—> 
WATER TALKS. 


The Talks about the Scranton water 
supply that have been appearing in 
The Tribune are from a literary, a 
hygienic and a business standpoint the 
best probably that have ever appeared 
in an American newspaper since ad- 
vertising became a recognized form 
of mercantile and business exploita- 
tion. This is high praise, but we can 
honestly make it without qualification 
Their form is original, their style al- 
most perfect in its clearness of expos- 
ition, their arrangement such that it 





is a treat to tead them, which can 
rarely be said of advertisements in 
general, and scarcely at all of adver- 
tisments that are intended to clear 
away popular delusions and not to 
create them. 

Having now said so much of these 
advertisements, let us come to the phil- 
osophy of the policy that dictated 
them. The Scranton Gas and Water 
company has a monopoly of supply- 
ing water to this city. It might with- 
out any serious detriment to its com- 
mercial position allow the scare that 
was created by the late epidemic of 
typhoid fever to run its natural course 
without going to the trouble and great 
é@xpense of taking its customers into 
its confidence and showing them the 
situation on the watershed, the char- 
acter of the water and unceasing pre- 
cautions that are taken and have been 
taken to keep it pure and unpolluted 
from any source of contamination that 
is open to human inspection Now, 
the householders who have read these 
articles, as they have appeared from 
day to day, know as much in a theor- 
etical way about the hydraulic en- 
gineering difficulties that President 
Scranton and those associated with 
him have to overcome as the latter 
do themselves 

The presidents of corporations of 
national activities, have spoken and 
Written a great deal lately about the 
popular misapprehensions that have 
been created through ignorance of the 
real facts. But who is to blame for 
this condition of affairs but them- 
selves? If they spent a moiety of the 
immense sums they lavished on lob- 
byists ‘and other political parasites of 
the kind, in bringing home to the 
eople the actual *situation they would 
ow be strewing ashes on their 
eads and repenting of their- lack of 
resight when repentance is almost 
late 


ewLros 








“In the city of Roanoke, Va., where 
stiff competition had been encountered 
in the lighting department, public sen- 
timent was strong against the Roanoke 
Railway and Light Company, owing 
to the torn-up condition of their 
streets. A campaign was conducted 
for the period of ninety days, copy 
was changed daily, and at the end of 
that period a transformation had come 
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over the community. To-day the com- 
pany is building a new station to take 
care of the rapidly developed business. 
“Lynchburg, Va., has been in the 
center of a wave of municipal control, 
and not until publicity methods were 
adopted did the city council come to 
its senses. A long term street lighting 
contract was recently executed with 
the Lynchburg Traction and Light 
Company, and the municipal owner- 
ship bug is dead in that community. 
“As all utility companies are on the 
same plane, in reference to municipal 
control, it will not be amiss to touch 
hurriedly upon the publicity methods 
which were recently adopted by the 
Scranton ( Pa.) Gas and Water Com- 
pany. In this city a typhoid. epidemic 
had raged for two months, there had 
been 1,100 cases of fever and I10 
deaths. The newspapers printed col- 
umns about the polution of the water 
supply, charging the company with 
untold crimes. The matter assumed 


As 


al 
Booth of vif 


Pope Motor 
Car Co. 
of 
Indianapolis, 
Ind. 





national importance through attacks 
made by “Ridgeway’s”’ and “Collier’s” 
magazines. Within forty days, 
through the proper publicity methods, 
the sentiment against this company 
was changed.” 

To show what this change meant, 
the speaker read an editorial appear- 
ing in the “Scranton Tribune.” 

The talk concluded with a picture of 
the new president of the association, 
Mr. Dudley Farrand, being thrown on 
the screen. 

Mr. Freeman then said: “You will 
all agree that this has not only been 
interesting and helpful to us, but in- 
dicates the scope of these advertising 
campaigns, and the practical results 
obtained. I am sure that the prepar- 
ation of this review has cost Mr. Lee 
both money and considerable effort, 
and our thanks are due to him. ! am 
sure you will authorize me to tender 


them to him in your behalf.” 


Mr. Henry 


Goodman 
appears 
in picture. 
Mr. Herbert 
A. Rice 
and 


Mr W. C. 


Downing 
of the 
Pope Company 
also attended the 





Convention. 


















































NEW BUSINESS DAY PAPERS 





ABSTRACTS GIVING THE VITAL FEATURES OF EVERY PAPER 
READ ON THE COMMERCIAL DAY OF THE 
NATIONAL CONVENTION 


POSSIBILITIES OF COMMERCIAL 


DEVELOPMENT. 
Henry L. Doherty. 

Mr. Doherty’s paper was a very 
gentle I-told-you-so, in which he re- 
ferred to his opening address as Presi- 
dent of the Association in Cincinnati 
in 1902, at which time he said ;— 

“There seems to be a prevailing belief that 
this association should be strictly a technical 
society, but I am confident that if we de- 
voted ourselves entirely to technical mat- 
ters it would be detrimental to the central- 
station industry, and we should be covering 
a field that should be covered by other as- 
sociations, and neglecting a field of work 
which would not then be covered by any 
association. It is clearly the prov- 
ince of this association to cover the field of 
work, the 
solution of how best to transform heat to 


central-station whether it be 
power, or how best to acquire business. 

We have not yet reached the com- 
mercial age, and I predict that within five 
years the members of our association will 
almost lose sight of engineering matters in 
their their 
Our earnings through economy of opera- 


eagerness to increase sales. 
tion have well-defined limits, but the pos- 
sibilities of increasing our earnings by de- 
veloping our market have a much wider 
range. .. . . I our business to- 
day might be considered as of a retail 
nature compared with what it will be a 
few years hence.” 

Mr. Doherty admitted that this 


prophesy has not wholly been real- 


believe 









ized, but pointed out that we have 
reached the commercial age, that each 
day shows greater commercial activity 
and that the so-called “point of satura- 
tion,” meaning that time when we 
shall have sold all the light and power 
that could be sold in a given city, is 
as remote to-day in cities where long 
continued and aggressive develop- 
ment work has been carried on, as 
when the work of business getting 
was commenced. 

In concluding, the author stated 
frankly that he had treated the sub- 
ject from a personal point of view 
purposely, aiming thereby to awaken 
enough interest to bring the subject 
home more effectively to every mem- 
ber of the association. 


NEW BUSINESS—HOW TO GET IT— 
HOW TO KEEP IT. 


Frank M. Tait. 

This paper is a comprehensive out- 
line of how to organize and equip a 
new business department, by a man 
who has made a wonderful success as 
a business getter. In opening Mr. 
Tait went over familiar ground in 
recommending card 
records of prospects, and an energetic 
solicitor at the head ot the depart- 


ment. He then advocated the com- 


comprehensive 
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Booth of Metropolitan Engineering Company. Mr. Benjamin Wall ts 
to te seen seated in center, 


pany providing a library for solicitors 
where books and magazines devoted 
to various branches of the business 
might be read, and that lectures and 
talks on pertinent subjects be given. 

On the subject of advertising, Mr. 
Tait recommended newspaper adver- 
tising, provided illustrations were 
used and copy frequently changed; 
also short, crisp, well written personal 
letters which should be sent at regular 
intervals and should contain either 
stamped return post cards or en- 
velopes, or a small flyer descriptive of 
a small current consuming appliance. 
Under this heading a display room is 
also advocated, but only when it is 
given constant care by competent 
attendants. 

After deploring the lack of aggres- 


55 


siveness in the commercial department 
of their business upon the part of a 
larger number of companies, Mr. Tait 
cited several instances where, un- 
der adverse conditions, new  busi- 
ness campaigns were tremendously 
successful. He referred to the 
wonderful work at New Bremen, 
Ohio, where in a community of less 
than 1,400, there had been built up a 
business of over $8.50 per capita. 
He stated that any company anywhere 
could do the same thing if it set about 
it in the right manner, and con- 
cluded ;— 

“Think of it—small companies, medium 
companies, large companies—$8.50 per year 
for every man, woman and child, and 
then let us go home from this convention 
and decide that we will all take a new 
hold on the commercial end of the various 
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companies and strive to emulate 


small 


our 


contemporary who accomplished 
these wonderful results by simply keeping 
after it! Let us go after the new business 
energetically, 
fully and use 


every possible addition to our gross re- 


and when we obtain it, care- 
husband it and enlarge it, 
ceipts as a stepping-stone for more and 
results. Any company can do it, 
Analyze your local conditions 
and then go after it. 
mercially. 


better 
anywhere. 
Be aggressive com- 
It pays.” 

NEW BUSINESS RESULTS DEMON- 
STRATED IN CITIES OF ALL SIZES. 
J. E. Montague. 

This paper appeared on the pro- 
gram merely as a report of investiga- 
tion, but Mr. Montague’s conclusions 
the 
figures he presents, form the most 
interesting part of the report. He 


says :— 


reached after consideration of 


“The results of the commercial depart- 


ments of indicate 


many central stations 
the following interesting facts: 
First—That the per capita incomes in 
such stations rapidly pass the average of 
those where live active interest is not taken 
in the commercial development. 
Second—That expenditures of from 3 
to 5 per cent, and even more, of gross in- 
come on business extension along proper 


lines is fully justified by the results. This 
percentage of expenditures, it will be 
noted, is very small as contrasted with 
more competitive lines of business. 
Third—That the load curve is very 


materially improved, and in consequence 
the ratio of gross income to operating ex- 
pense. 
Fourth—That 
have 


stations which 
these commercial depart- 
or three years, or even 
longer, do not, as at first might be ex- 
pected, reach the point of business satura- 
tion, but continue to maintain the rate 
of increase through educating the public 
to higher standards of service and through 
the introduction of new devices and ap- 
pliances. 

Fifth—That aggressive commercial de- 
partments are the most important factors 


central 
operated 


ments for two 


in the cultivation of 


improved relations 
with the public and have in numerous in- 
stances been worth to companies all they 
cost from this standpoint alone. We 
should soon reach—if, indeed, we have not 
already reached—the point where the com- 
mercial engineer in his work of creating 
and extending the business will be en- 
titled to take equal rank and importance 
with the electrical and mechanical engi- 
neer in the perfection of his work of pro- 
ducing, generating and distributing ap- 
paratus and the reduction of current cost. 
It would that the 


electrical engineer 


seem mechanical and 
should welcome the 
advent of the commercial engineer, since 
the efforts of the latter are directed to ex- 
tending the field of operation of the former 
and toward introducing more largely the 
comforts, conveniences and benefits of the 
entire art.” 


The figures referred to are reports 


-submitted by cities of the following 


populations ; 1,350, 5,000, 15,000, 20,- 
000, 30,000, 35,000, 40,000; 80,000, 
100,000, 278,000, 300,000, 1,425,000. 
In each is shown the percentage of in- 
crease in number of customers, in 
gross income, in gross income per 
capita, and in total number 16-cp. 
50-watt equivalents connected, as 
well as the approximate sales ex- 
pense per 16-cp. of added business. 
These figures would require more 
data than is given in the report 
if one is to arrive at a basis of 
understanding and we therefore omit 
them. For example, New Bremen, 
Ohio, of which we have heard so much 
at this convention, is undoubtedly one 
of the communities reported upon and 
one where mere figures tell nothing 
or are misleading. Another is 
Dayton, Ohio, which, up to the advent 
of Mr. Tait, was in most deplorable 
shape, having but 600 customers in a 
population of 100,000. The year’s in- 
crease to 2,412 customers is remark- 
able, but such conditions could not be 
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duplicated anywhere else in_ the 
country. 

Mr. Montague concludes his report, 
“T should like to see such statistics 
made a feature of all our future com- 
mercial programmes.” 








Mr. W. S. Heger, of the 
Allis-Chalmers Co., of Milwaukee. 
SALES POLICY OF A COMBINATION 
GAS AND ELECTRIC COMPANY. 

F. A. Willard. 

This paper, which is restricted to 
the relations between the commercial 
department of a combination company 
and its public, is a very thorough one, 
and well merits study upon the part of 
managers of such properties. On the 
subject of policy, Mr. Willard points 
out that the service which will give 
the most satisfactory results to all 
naturally assigns the short hour busi- 


ness to the gas department and the 
long hour business to the electric de- 
partment. This serves the customer 
best and most economically, at the 
same time it gives the company the 
greatest profit. 

On the subject of appliance policy, 
it is recommended that the company 
maintain supervision over contractors 
and supply dealers by selling ap- 
pliances itself at a fair price, thus pro- 
tecting customers. This policy should 
extend to wiring, also, while some ap- 
pliances and some classes of wiring 
should be handled at cost—for ex- 
ample, flat irons, and motor installa- 
tions where a free trial is warranted. 

The whole lighting situation, says 
this writer, should be directed so as to 
give long hour business to the elec- 

















Exhibit of the Western Electric Co., with Mr. 
H. M. Post, Advertising Manager in charge. 
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tric department, and figures are given 


to show the practical operating ad- 
vantage of such division of the busi- 
ness. Modern developments in high 
efficiency lamps make it comparatively 
this, the 
should do the rest. 


easy to control and rates 

The subjects of complaints, gratui- 
tous work in cleaning services, testing 
pipes, equipping burners, etc. are also 
touched, it being Mr. Willard’s belief 
that care in handling customers and 
expense in perfecting service are a 
part of the company’s primary duty, 
and that the greatest profits are to be 
made by “giving the customer the 
most for his money.” 


CO-OPERATION OF ELECTRICAL 


TRADE PAPERS IN BUSINESS 
GETTING. 


F. W. Loomis. 


Mr. Loomis’ paper is an appeal, 
upon the part of the electrical trade 
papers, for assistance in gathering 
material for their departments devoted 
to business getting. It is suggested 
by the writer that the papers are going 
to considerable lengths to provide 
articles and news on commercial sub- 
jects, and that all should do their 
share to help along this exchange of 
ideas and experience. 


HOW TO GET OLD BUILDINGS WIRED. 


F. H. Golding. 


Mr. Golding’s paper is an account of 
the methods used in Dayton, Ohio, to 
secure the wiring of both old and new 
buildings. The method is, briefly, a 


house-to-house canvass, backed by 


pertinent advertising or personal 
letters from the company’s office, the 


object being to get a foothold in a 


building at practically any cost, no 
matter how small the probable con- 
sumption of current. 
proposition is 


The free trial 
particularly recom- 
mended. 

Where conditions seem to warrant, 
it is recommended that the company 
offer to carry the investment in elec- 
tric wiring, the customer paying in 
installments. Attention is also called 
to the plan used in some cities of put- 
ting in a certain number of outlets at 
a flat price which is about, or just 
below, cost, but the dangers of this 
plan are many and Mr. Golding does 
not wholly endorse it. 

In matters of advertising, the writer 
recommends a good series of news- 
written to fit 


He 


cites an ad used in Dayton showing the 


paper advertisements, 


local conditions and the seasons. 


protective value of electric light when 
a burglar scare kept folks awake 
nights, and stated that this advertise- 
ment brought many direct returns. 
Another clever advertising idea is that 
of inserting, in the “For Sale and To 
Rent” columns of the papers, liners 
calling the attention of prospective 
renters to the advantages of elec- 
tricity and them 
renting houses without it. 


warning against 
This, in 
connection to advertising and solicit- 
ing of real estate men was successful. 

The subject of wiring new houses 
was also touched upon, and the re- 
sults of closely watching building 
permits and trade items 
shown. In city, Mr. Golding 
stated that whereas before this matter 
was followed less than ten per cent. 
of new buildings were wired, since 
they have had a man following the 
builders, architects 


building 
his 


and contractors 
closely, over 92 per cent. were wired. 

















perenne cents 


enamine aanamsannametetr ts 





SELLING ELECTRICITY 


25 





HOW TO GET NEW BUILDINGS WIRED. 
J. Sheldon Cartwright. 

In discussing how the objection to 
the cost of electric wiring may be met 
and overcome, Mr. Cartwright sug- 
gests dividing the total into some 
such unit as the cost per outlet, per 
lamp or per square foot of floor 
space illuminated. He further ad- 
vises getting in closest possible touch 
with architects or builders, as the 
greater number of buildings are in the 
hands of such, in whom the owners 
place absolute confidence. Builders 
and architects should be supplied 
with complete data on whatever per- 
tains to wiring installations, and 
whenever a building is of sufficient 
importance, the salesmen of fixture 
houses, elevators and whatever else is 
likely to go into the building should 
be called in to aid the company’s 
solicitor. The co-operation of the 
wiring contractors should also be 
sought and friendly relations with 
them always preserved. Mr. Cart- 
wright concludes with a rap at adver- 


The most 
artistic tllumt- 
nation in the 
Convention 
Hall 
was to be seen 
at the booth 
of the 


National 





Electric Lamp 


Association. 





tising—‘‘large bulletins with art gal- 
lery covers and miscellaneous con- 
tents,’—but says that the visits of the 
solicitor should be interspersed with 
judicious advertising “in the small 
pamphlet form, with short, pithy argu- 
ments covering the particular result 
you are trying to accomplish.” 

CO-OPERATION OF THE CONTRACTOR 

IN THE WIRING OF BUILDINGS. 
James R. Strong. 

As President of the National Elec- 
trical Contractors’ Association, Mr. 
Strong was able to speak with author- 
ity on the subject of co-operation. He 
began by stating that the contractor 
is so busy minding the business in 
hand that he has no time to branch 
out, and states that it is the first duty 
of the contractor to so perfect his own 
organization that he may be in better 
position to get out after business. 

The subject of standardization was 
also touched upon and the work of 
the contractors in matters of regula- 
tion and standardization brought to 
the attention of the meeting. 


Mr. Doane is 
Standing in 
the 


Soreground. 
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Mr. Strong’s closing paragraphs re- 
ferred to co-operation between the 
contractors and central stations, point- 
ing out the error of lighting companies 
in selling appliances at cost and offer- 
ing wiring at concessional prices. On 
the other hand, he drew attention to 
several localities where practical co- 
operation between contractors and the 
lighting companies had resulted in 
mutual good and expressed the hope 
that such relations might be estab- 
lished as would spread this condi- 
tion more broadly. 


SIZING UP THE TERRITORY. 







George Williams. 





“While some districts will un- 
avoidably produce greater revenue 
than others, any district can be culti- 
vated at a profit regardless of the 
character of its population, class of 
dwellings or nature of the com- 
merce.” 

This sentence is the keynote of Mr. 
Williams’s paper, and we make bold 
to suggest, of his own success as a 
business getter. From this, he 
branches into a consideration of the 
methods to be used in canvassing a 
territory and points out that while 
hit-or-miss-methods may show results 
at first, a long continued campaign 
requires advance preparation. Pros- 
pects, he says, should be listed syste- 
matically and thoroughly, and no op- 
portunity of interesting a new cus- 
tomer or of interesting an old cus- 
tomer in a new application of elec- 
tricity, should be allowed to escape. 

“A few years ago the name and address 
of house occupants might suffice for a 
list of prospects; now a list of a score of 
items can be recorded to one household 
and all worked on to advantage, because 
electricity has been applied with efficiency 











at a more rapid rate than the central 
station has educated its public. 

We are apt also to underestimate the 
purchasing ability of the prospect. It 
should be remembered that in the majority 
of instances the same amount of money, 
or greater, is already being expended by 
the prospect for the same object with 
nearly every difference in favor of elec- 
tricity. 

If every customer possessed the knowl- 
edge of the merits and possibilities of the 
accomplishments by electrical application, 
there would be little need of solicitation or 
advertising, hence the importance of classi- 
fying the possibilities and promoting the 
intelligence in the most economical 
manner.” 





QUALIFICATIONS OF SOLICITORS FOR 








DIFFERENT CLASSES OF BUSINESS. 

Frank W. Frueauff. 
This paper is an appeal for speciali- 
zation in soliciting. It opens with 
the statement that in mercantile pur- 
suits men are trained to specialize on 
certain work and that the same plan 
will give equally beneficial results in 
the training of central station business 
getters. Proceeding Mr. Frueauff 
sets forth the essential qualifications 
of the various solicitor-specialists as 
follows :— 

Power: Technical knowledge of 
steam and electrical engineering, thor- 
ough knowledge of machinery, and an 
ability to estimate closely coal and 
labor costs, load factor, etc. A mere 
salesman here would make but little 
headway. 

Sign and Display Work: Knowl- 
edge of advertising methods, versa- 
tility in designing displays, ability to 
figure cost of sign construction and 
erection. A man versed in advertis- 
ing is needed here. 

Window Lighting: Same qualifica- 
tions as above, plus knowledge of 
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window trimming, illuminating engi- 
neering and decorative lighting. This 
solicitor should keep posted on new 
fixtures and should originate new 
schemes of window lighting. 

Interior Lighting: Illuminating en- 
engineering essential, and _ ability 
to figure installations in competition 
with gas. 

New Buildings: General knowledge 
of building and complete familiarity 
with construction material and_ its 
most satisfactory and economical ap- 
plication. 

Service Supervisor: Thorough all- 
around knowledge required, but es- 
pecially as regards new devices to 1n- 
crease consumption of old customers. 

Women Solicitors: Chief value is 
in demonstrating appliances for the 
home. 

Mr. Frueauff gives as applicable to 
all solicitors the following :— 

Applicable to All—Every special repre- 
sentative or solicitor working on different 
classes of business must first of all be 
possessed of tact, a too direct presentation 
of the proposition often resulting in no 
business. Perseverance is always essential. 
Little or no business can be closed on first 
effort. Resourcefulness is also necessary. 
If the presentation of the argument in one 
way fails, try another. A good appearance 
is desirable. Your prospect must be 
pleased with your address or you will find 
it hard to hold his attention. Lastly, 
know your business. Do not make a state- 
ment unless you are prepared to prove it, 
and talk in a way that will inspire con- 
fidence.” 

HOW TO MEASURE RESULTS AND PAY 
SOLICITORS. 
Leon H. Scherck. 

Mr. Schreck points out that results 
are measured in net returns after 
operating expenses, interest on bonds, 
interest on current liabilities, taxes 
and fair depreciation are taken 











Mr, P. S. Klees, of the Franklin Electric M/g. Co., 
Hartford, Conn., was in charge of an attractive ex- 
hibit of *FLEMCO” lamps. 
care of. The plan advocated 
for paying solicitors is to pay a 
salary sufficient to cover living ex- 
penses, adding to this a commission 
based, upon (a) revenue for new 
business, in excess of a certain 
amount, and, (b) revenue for this 
new business in excess of a certain 
amount per kilowatt demand. The 
plan provides that no commission 
shall be paid on business that does not 
remain on the lines at least six months 
and that commission should not ex- 
ceed a certain amount. 

“Just what the percentage commission 
should be and what the fixed amount in 
excess of which the commission should be 
allowed, will have to be worked out by 
each company, and even varied for dif- 
ferent districts of the same city, as of 
course a larger percentage commission and 
a less fixed amount should be allowed in 
those districts in which business is hard 
to secure.” 
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VALUE AND USE OF SOLICITORS’ 
HAND BOOK. 
R. S. Hale. 


It was Mr. Hale who was appointed 
by the Co-operative Electrical Devel- 
opment Association to take charge 
of the $2,600 Prize Handbook 
competition to which contributions 
were invited some months ago. 
After sketching the value and 
use of the solicitors’ handbook as it is 
used in the Boston Edison organiza- 
tion, Mr. Hale announced that he held 
a draft for $2,600, the total amount 
of the prizes offered, and would de- 
posit same so that the lucky con- 
tributors to the competition would not 
only receive the amount of their 
prizes, but intersst as well when the 
competition is finally decided in 
October. 


EDUCATION OF THE SALESMAN. 
D. J. Kenyon. 


Mr. Kenyon, as an officer of the 
Sheldon School of Chicago, naturally 
advocates the principles of the 
Sheldon System, and in this he has 
the hearty endorsement of a consider- 
able number of lighting companies 
which have adopted the plan with 
gratifying results. 

The analysis which has_ been 
brought to bear on selling problems 
and the value to the companies them- 
selves of encouraging the study of 
the methods advocated, are stated by 
Mr. Kenyon :— 

“A salesman to become scientific, must 
have knowledge of at least some of the 
natural laws by which the mind is. gov- 
erned. For instance, he must realize that 
in order to persuade a customer to pur- 
chase goods there are four steps through 
which the mind of the customer must pass 
before the deal is closed. The first step is 
attention. If he does not get the mind of 





the customer to concentrate on what he is 
selling he is losing time. The next step is 
interest. If the customer does not become 
interested, there is nothing doing. But 
there is another step, and that is desire. 
The customer must be made to want the 
goods. Still there is nothing doing unless 
the customer arrives at a decision to buy. 
Evén here the salesman can make a 
mistake if he is not able to detect this 
stage (which is the so-called ‘psychological 
moment’), and deliberately talk the cus- 
tomer out of the sale. It is true that just 
as many sales are lost by over-talking as 
under-talking. 

“It has been demonstrated that employ- 
ers who realize that education is a necessa- 
ry factor in their business and who institute 
methods of co-operation with their em- 
ployees have made it pay better than any 
other outlay of time and money. In this 
way they not only secure _ infinitely 


-greater results in the way of immediate 


business, but secure that harmonious action 
so essential to the highest development of 
the business. One of the greatest slogans 
of to-day is ‘co-operation.’ In harmonious 
action in education will come the true and 
permanent success of the future. The 
management must themselves encourage, 
financially and morally, methods of study, 
and this study not only benefits the sales 
department, but every department of busi- 
ness.” 


ADVERTISING RESULTS DEMON- 
STRATED. 


E. 8S. Marlow. 


Mr. Marlow, whose paper should 
have contained a report based upon 
the actual results achieved through 
advertising by a number of member 
companies, was forced to confess 
failure in obtaining adequate informa- 
tion. Of 47 companies addressed for 
such information, but 10 replied, and 
these replies were as a whole so in- 
exact or incomplete that the figures 
were not presented. The writer, 
therefore, restricted himself to a 
vigorous appeal for action in the mat- 
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ter of securing this data in future, 
pointing out the extreme importance 
of adequate records of results and 
urging the establishment of a com- 
mittee to whom the subject should 
be given another year. 


HOW TO MAKE THE MOST OF NEWS- 
PAPER ADVERTISING. 
A. D. Mackie. 


“The whole structure of the commercial 
world to-day rests on advertising. Great 
corporations that a few years ago con- 
ducted their business from dark rooms to- 
day realize that they must turn on the 
light of publicity—take the public into 
their confidence, show them there is nothing 
up their sleeve—if they expect to pay divi- 
dends. Confidence begets confidence, and 
what greater dividend-earner can there be 
for any public-service institution than the 
confidence of the public with which it does 
business ?” 

With this introduction, Mr. Mackie 
takes up the history of advertising 
among lighting companies and traces 


its growth to the present, when, as he 


Mr. A. A. Serva 
and 
Mr. A. Garfield Lucas 
presided at the 
Fort Wayne Booths 


during the Convention. 








says they are “among the largest 
users of advertising space to be found 
anywhere.’ 

“To get the most out of newspaper ad- 
vertising (in the estimation of the writer) 
requires a specialist to prepare the copy. 
A bookkeeper can not do it—a stenogra- 
pher can not do it; 

[ submit that an advertising campaign 
should be laid out a whole season in ad- 
vance, so that at the beginning the adver- 
tiser knows what kind of an advertise- 
ment he is going to use at the end of the 
campaign, and has a ‘mind-picture’ of 
what the results will be without imagin- 
ing anything; for advertising in a hand- 
to-mouth way will accomplish nothing ex- 
cept to break up the advertiser.” 

To get the most out of newspaper ad- 
vertising it is absolutely necessary to tell 
the truth. ‘Confidence ads, deliberately 
take the people in—at least once; on the 
other hand, ‘ads. of confidence’ will take 
them into your salesroom once and many 
times thereafter. A legitimate business 


can easily be ruined by misrepresentation. 
It takes much time to establish a good 
reputation and little time to ruin it; 
but, when once established with a founda- 
tion of honesty and truthfulness, the pub- 
lic soon learns this fact, and that of itself 
becomes your best advertisement.” 
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MEASURING THE RESULTS OF AD- 
VERTISING. 
M. S. Seelman, Jr. 

Mr. Seelman believes that “adver- 
tising should be responsible for and 
produce, directly and indirectly, at 
least 60 percent of the business.” 
This can be accomplished, he says, 
only with progressive management 
and with a real advertising man doing 
the publicity work. <A further con- 
dition is close co-operation between 
advertising and soliciting departments. 

The writer says that with some 
classes of advertising results cannot 





Mr. M.S. Seelman, Jr. 


be measured—street-car, bill-board, 
and educational circulars. But the 
direct follow-up can and should show 
absolute traceable results, and Mr. 
Seelman outlines the system used for 
this purpose in the Brooklyn Edison 
Co. In showing how closely his 
system works, he says :— 

“For example, let me cite results from 
follow-up advertising in the latest month 
for which figures are obtainable at this 
writing—April, 1907. During this month 
the bureau completed the work of sending 
follow-up literature to ten lists, comprising 
1,660 names. This does not include the 
many lists partially circularized in April to 
be finished in May or June, but only those 


actually closed up in April, the current re- 
sults from which can, therefore, be finally 
computed. To these 1,660 addresses were 
sent 9,262 pieces of advertising. The cost 
for printing, envelopes and postage was 
$195. One hundred and three of the 1,660, 
or 62 percent, signed contracts during 
April alone. Of these 29 were the direct 
result of post-card returns, while 74 were 
signed as the result of special solicitation 
(coincident with or immediaiely following 
and co-operating with the advertising) di- 
rected and supervised from the office. 
Thirty-two of these contracts were for 
signs at a flat-rate of $91 a year, yielding 
an annual revenue of $2,912. One was for 
a sign that pays $144 a year. The other 
70 contracts, mostly for store lighting, ag- 
gregated business amounting to 2,415 16-cp. 
equivalents. The annual revenue per 16- 
cp. equivalent of connected load in Brook- 
lyn averages about $3. At this figure the 


_ revenue from these 70 contracts would 


amount to $7,245 a year. The total an- 
nual revenue from the new business gained 
in this one month in connection with this 
portion of the company’s advertising is 
thus seen to be $10,301. 

This result was not gained from virgin 
soil, but in a territory wherein careful 
solicitation had been carried on for years, 
and which had been previously exploited 
by a number of well-directed advertising 
campaigns.” 

THE VALUE OF THE SERVICE OF THE 
ADVERTISING AGENCY OR SPEC- 
IALIST.. 

Lawrence Manning. 
“Advertising is a vocation in itself, and 
the busy manager of any business—and the 
central-station manager more than any 
other, I think—has not the time nor adapta- 
tion, very often, to plan and carry out the 
details of an effective advertising cam- 

paign.” 

With this introduction, Mr. Man- 
ning advanced some very sound and 
logical arguments why the central 
station managers of the country 
should give careful consideration to 
the claims of the advertising men who 
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solicit them for business. He points 
out that whereas the agency is hand- 
ling such matter in a wholesale way 
and has the equipment, force and ex- 
perience to do it quickly and well, the 
central station must treat its advertis- 
ing as a side issue and in addition to 
already overburdening duties. 

The author then proceeds to give a 
number of statistics gathered by the 
Co-operative Electrical Development 
Association which show the tremen- 
dous increase in advertising under- 
taken by electric companies in all parts 
of the country, and some of the results 
attained. He does not claim that 
these results could be gained by ad- 
vertising alone but emphatically de- 
nies that they could be gained by so- 
liciting alone at anything like an equal 
expenditure. 

“If the solicitor canvasses the whole 
field presented to the central stations I 
dare to say that, unaided by some good form 
of advertising as a forerunner, on the first 
call a hearing will not be accorded him by 
a majority of those called upon, and par- 
ticularly will this be true in the residence 





districts. But with good, sound advertis- 
ing preceding the solicitor and paving the 
way for him, and making unobtrusive 
calls between his personal calls, he will 
find the otherwise implacable majority 
ready to at least give him a hearing, which 
is, of course, half the battle. 

Granting that the central station of to- 
day can not afford to omit good, sound, 
systematic advertising from its fighting 
equipment for creating and getting new 
business, it will, I think, also be as readily 
conceded after due consideration that the ad- 
vertising agency or specialist is invaluable 
to the central station for furnishing the ad- 
vertising copy, cuts, and matter, for the 
several reasons above recited.” 

DISPLAY ROOM AND DEMONSTRA- 

TION AS BUSINESS GETTERS. 
E. R. Davenport. 
Readers of this magazine are al- 


ready familiar with Mr. Davenport’s 





work in planning and carrying to suc- 
cessful conclusion temporary displays 
and demonstrations. In his conven- 
tion paper, he gives not only the results 
of his experience, but lays down cer- 
tain rules for the guidance of others 
who may undertake similar work. 

“To obtain the best results, the display- 
room should be located in a store on a 





Mr. E. R. Davenport. 


prominent street, with large show windows 
brightly and attractively lighted, and kept 
open evenings. 

It is desirable to have in operation as 
many working exhibits as possible, such as 
pumps, coffee mill, meat chopper, Gray 
telautograph, forge blower; also sign 
flashers, self-flashing-lamps, and so forth. 
Everything should be up to date. Appara- 
tus out of order should either be repaired 
promptly or removed and nothing obsolete 
allowed to remain. 

A capable man should be selected to take 
charge—one who is thoroughly familiar 
with the details of every device exhibited— 
and with assistants equally well posted. 
Young women as demonstrators on do- 
mestic appliances are usually the most satis- 
factory. 

The show window is of the utmost im- 
portance and should be carefully and 
thoughtfully planned to make it as attrac- 
tive as possible. Upon it largely depends 
the number of people visiting your display- 
room.” 

Mr. Davenport advocates demon- 


strations of different appliances, let- 
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ting each demonstration last a number 
of days and changing as frequently as 
public interest wanes. He also ad- 
vises demonstrations of interior illu- 
mination, booths where different types 
of illuminants may be compared, the 
showing of portable lamps in dark- 
ened booths so the color effects of the 
arc shades may be effectively seen, and 
other schemes which experience has 
taught him are interesting and effec- 
tive. While the plans outlined apply 
rather to large than to small display 
rooms, many of the ideas can be 
readily adapted by any clever light- 
ing manager. Mr. Davenport con- 
cludes : 

“To those companies that may at some 
later date inaugurate a display-room, let 
me suggest that it is important that con- 
siderable attention be given it in order to 
secure the best results.” 

NEW BUSINESS BY INDIRECT 

METHODS. 
George Steinwedell. 

The purpose of this paper, as ex- 
pressed by the author in the opening 
paragraph, is to “describe a means of 
securing new business by indirect 
methods used in St. Paul.” These 
means are demonstrations at food 
fairs, electric shows, advertising shows 
automobile exhibits, etc. Mr. Stein- 
wedell describes briefly a number of 
exhibitions of this sort in which the 
company took part, tells the number 
of people who attended the shows 
and concludes :— 

“The amount of new business these 
shows were the indirect means of securing 
and holding is extremely difficult to calcu- 
late. The interest in the show and in the 
company’s exhibit, and the number of 
people it was possible to reach in a con- 
vincing way, would hardly have been ac- 
complished by any other means. The 
favorable comment of press and public, and 





the spirit of co-operation shown by the 
company toward two bodies of the best 
business men, can hardly be estimated in 
dollars and cents. It is considered that the 
results more than justified the exhibits. 
Although these results are difficult of im- 
mediate analysis, the effect is far-reach- 
ing, and the company will reap its reward 
for a long time to come.” 


ILLUMINATING ENGINEERING AS AN 
AID TO SECURING AND RETAINING 
BUSINESS. 


Cc. F. Oehlmann. 


Mr. Oehlmann accords Mr. Henry 
L. Doherty the honor of having first 
utilized in a practical way the services 
of an illuminating engineer, when he 
established the position of service 
supervisor in the Denver Gas and 
Electric Co., the duties of which posi- 
tion were to see that customers were 
getting the best possible value for 
their money. While these men, says 
the author, were not in a strict sense, 
illuminating engineers, they were the 
forerunners of the present day busi- 
ness-getting illuminating engineers, 
whose work, he goes on to say, is 
daily justifying itself’in the eyes of 
those companies which are employing 
them. 

The real work of the illuminating 
engineer is to educate the commercial 
representatives of the lighting com- 
pany :— 

“The salesmen and representatives of the 
new-business department should be familiar 
with all new reflectors marketed, both 
concentrating and diffusing, and also the 
perfect use of same. They should know 
how to place lamps and sources of light to 
the best possible advantage from an il- 
luminant standpoint, should know some of 
the general principles of illuminating engi- 
neering, and should also know how to 
figure cost of operating and maintaining in- 
stallations of all kinds. These things should 
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all be taught by the illuminating engineer. 
The illuminating engineer should spend 
half a day as often as possible with each 
representative in his respective territory 
or district, going to different stores, resi- 
dences, halls, churches, and so forth, and 
advising with the representatives as to the 
best plan of illumination. These half days 
with short lectures each week and daily 
discussions of new lamps and reflectors 
will constitute a splendid means of edu- 
cating the new-business department men 
and place the illuminating engineering feat- 
ure on a par with any work being accom- 
plished by the various central stations.” 


METHODS OF SECURING RESIDENTIAL 
CUSTOMERS. 
R. C. Hemphill, Jr. 

“I have been asked to say a few words 
on the methods used and_ the _ policies 
adopted to promote the electric business in 
the residential districts of cities having a 
population of from 5,000 to 20,000 inhabi- 
tants. 

Canvassing. 

The first step is to gather the data neces- 
sary to lay out a campaign. Select from 
among your employees two or more good- 
looking, bright-witted chaps, dress them up 
in their best clothes and send them out to 
make a house-to-house canvass. 

They should be provided with suitable 
notebooks, having the name of the street 
at the head of the page and the street num- 
bers listed down the page. Opposite each 
number should be columns in which may 
be noted the desired information. The 
data we find most valuable are the follow- 
ing: 

Number of rooms 

Occupant 

Owner 

What kind of service used 

If customer, have they an iron? 
Wired or piped 

Kind of fixtures 

Remarks as regards prospect. 

This field-book is brought to the office 
and from it a card index system is started. 
Each card represents a residence, and the 
information gathered by the canvasser is 
typewritten on the cards and they are filed 
in the cabinet. A second canvass is made 


when the prospects are called on, and all 
numbers not secured the first trip are 
filled out. 

The line of talk these canvassers are 
trained to give during this preliminary can- 
vass is as follows: They call for the lady 
of the house. “Madam, I am the repre- 
sentative of the electric company. Do you 
have our service?” “No, we use gas.” 
“Can I not interest you? A number of 
your neighbors are using our service. Our 
rates have been materially reduced, and the 
management thought that this spring you 
would be interested in having us explain 
its advantages.” 

If he finds the house is connected on 
our circuits the talk runs something like 
this. “I am a representative of the electric 
company and called to see if our service is 
entirely satisfactory, and if there is any- 
thing we can do for you. The manage- 
ment wants your co-operation in giving 
good service, and if you can suggest any- 
thing along that line we will be glad to 
hear of it.” 

It is certainly astonishing what a pleas- 
ant feeling is at once established between 
the company and the consumer, indirectly 
paying more than the entire cost of the 
canvass. 

We are now ready to begin work. A 
certain street is selected and the cards are 
examined. You decide to send your men 
after all dwellings not wired. A list is 
readily made and the replies brought in are 
added to each card. Different lists are 
made up in different districts of houses 
wired but not connected; wired but no fix- 
tures ; kerosene-lamp houses (a_ greater 
proportion in each town than most peo- 
ple realize) ; a list of houses using gas, and 
a great list of houses using combinatiens 
or all systems. 

Now, this is the regular grind of the 
soliciting department in the residential dis- 
tricts. We have also a scouting or special 
department consisting of one man who 
looks out for new houses, extensive repairs 
being made on houses, and inquirers from 
our direct-by-mail advertising. He gets his 
ammunition from building permits, con- 
tractors and newspaper clippings. The rest 
of each day he puts in, during this time of 
the year, on irons, and a little later on fan 
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motors: in the fall, on porch lights, and 
so forth. Small cards are printed for him 
on the addressograph and these are ar- 
ranged according to street numbers. He 
sorts out those that are supplied and goes 
out after the others. This man is furn- 
ished with an engraved card with his name 
and in the corner the name of the company 
he represents. 
Advertising. 

We carry on various advertising cam- 
paigns, trying to supplement the work of 
our canvassers. 

First—Newspaper Advertising. We carry 
a double-column, five-inch space with each 
daily paper, changing the advertisement 
every week. 

Second—Direct-by-Mail Advertising. We 
mail to 50 per cent. of our residences 
monthly bulletins. We get good results not 
only by pleasing our present customers but 
also in getting others to discussing various 
appliances. 

Third—Exhibition-Room. We have in 
connection with our office a large display 
window and exhibition-room, kept attrac- 
tive by frequent changes. We endeavor 
ecch month to adopt a special feature, as 
for instance: 

January, small-cp and Hylo lamps 

February, motors 

March, fixtures 

il, irons 
_, cooking and heating appliances 

June, fans 
and so on during the year. We endeavor 
to have on exhibition and in operation 
every article mentioned in our advertising 
or spoken of by our canvassers. 

Fourth—We endeavor during April of 
each year to give a week’s practical demon- 
stration of heating and cooking devices. In 
conducting a demonstration the chief aim 
should be to give it tone. The class of peo- 
ple you want to attend is not the class that 
goes to free exhibitions, and the class that 
goes to free exhibitions is not the class 
you want. 

You first engage your demonstrators. It 
is better to have two and on their arrival 
lodge them in the leading hotel and have 
an interview or local notice in all the 


papers. Secure a hall that will seat about 
200, if possible connected with some church 
or society. Build a small booth in the cen- 
tre of the room and arrange the chairs 
around the booth. On the sides of the 
room have in operation every device that 
you can get your hands on. Trim the room 
and booth with flags, bunting and flowers. 

First, great care should be exercised in 
the invitation lists. The invitations them- 
selves should be in good taste, with no 
advertising features whatever, but entirely 
complimentary on the part of the electric 
company. Care should be exercised that 
the ladies of the same neighborhood should 
receive invitations for the same afternoon. 
Having two demonstrators, two meetings 
can be held each day, one at two in the af- 
ternoon and one at eight in the evening. 
The meetings take two hours or two hours 
and a half and begin with a short talk by 
one of the demonstrators or by the mana- 
ger of the company. We interest the teach- 
ers in the manual training schools, and they 
very kindly assign sets of four girls for each 
meeting, who serve the guests. So at each 
meeting four different families become in- 
terested in electric cooking. After the 
menu has been served the guests are in- 
vited to inspect the various articles on ex- 
hibition around the rooms. The manager, 
superintendent and solicitors should be 
in daily attendance, and one of them re- 
ceives the guests while the others should be 
ready to answer all sorts of questions. No 
effort should be made to sell articles in ex- 
hibition. Eliminate the business feature as 
much as possible and make it a purely and 
strictly complimentary social function. 

This, gentlemen, is the outline of the 
campaign we are carrying on for new busi- 
ness. We propose to spend 3 per cent. of 
our gross income on this department. We 
are getting satisfactory results. Increases 
of gross incomes of from 18 to 30 per cent., 
and in the case of one town of 8,000 peo- 
ple 38 per cent. increase. In every prosper- 
ous American city the electric business can 
be increased 25 per cent. or more by a sys- 
tematic effort, or, in other words, the elec- 
tric business can be doubled every four 
years. A grave responsibility rests on our 
financiers, on our engineers. Can we go 
the pace?” 
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CO-OPERATING LIGHTING OF STREETS 
BY MERCHANTS. 
H. J. Gille. 


“T will not enter into a lengthy discus- 
sion of the advantages to a city and to the 
merchants of ornamental street lighting, but 
will give the methods employed in devel- 
oping this system in St. Paul. 

The co-operation of the merchants neces- 
sary to carry on a lighting scheme of this 
kind was accomplished by means of im- 
provement associations. The plan in or- 
ganizing these associations was for several 
prominent merchants on a street to call 
a meeting of the property owners and ten- 
ants on that street. At this meeting, after 
stating in a general way the plan of illumi- 
nation, a committee was appointed to sub- 
mit designs for posts, plan and location, to- 
gether with an estimate of the cost. Two 
committees were appointed in each block, 
one on each side of the street, for the pur- 
pose of getting signatures from property 
owners and tenants agreeing to pay their 
proportion of the installation and mainte- 
nance expenses—it being understood that 
the property owners were to pay for the in- 
stallation and the tenants for the mainte- 
nance. 

A copy of the agreement used by the 
various associations in St. Paul, is as fol- 
lows: 


BLANK STREET IMPROVEMENT 
ASSOCIATION, 


Agreement, 


We, the undersigned, owners of, and ten- 
ants occupying, property facing or abutting 
upon Blank Street, in the city of St. Paul, 
in consideration of the obligation hereby as- 
sumed by each and all of us whose names 
are hereunto attached, do hereby agree to 
pay our pro rata share of the cost of install- 
ing and maintaining a system of lighting 
upon Blank street, in accordance with plans 
to be submitted to us and at an expense to 
each property owner of not more than one 
dollar and fifty cents per front foot for in- 
stallation, and at an expense to each ten- 
ant of same of not more than one dollar 
and thirty-five cents per front foot per 
year for maintenance.” 


METHODS OF SECURING SIGN, OUT- 
LINE AND WINDOW LIGHTING. 
Homer Honeywell. 

This paper is practically the same as 
that read before the Northwestern 
Electrical Association last winter and 
printed in full in SELLING ELEcTRICITY 
for February, 1907. 


POWER. 
Geo. N. Tidd. 

Mr. Tidd points out that the average 
steam plant is usually of very poor 
design as regards economy, that fric- 
tion loads are heavy, labor costs high 
in proportion to amount of power 
used, and that in consequence the cen- 
tral station should be able to figure 
on practically all the power business 
within reach, as there should be no 
reason why it should not supply such 
power. 

As a means toward securing this 
business, Mr. Tidd enumerates :— 

First, the services of a good operat- 
ing engineer, competent technically to 
handle such problems, and who shall 
also be a good salesman. 

Second, thorough canvass of the ter- 
ritory and close study of every »rob- 
lem approached, with complet: + 
ords for future reference; 

Third, a representative installation 
to which the central station can “point 
with pride ;” 

Fourth, willingness to offer trial 
installations when you are sure of 
your ground and you can “make good, 
(Mr. Tidd says it is his experience 
that 95 per cent. of trial installations 
are finally closed) ; 

Fifth, liberality in matter of pay- 
ments on motors installed, and, 

Sixth, flexibility in matters of rates 
which will favor long-hour business. 

Mr. Tidd ended his paper with the 
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following strong argument; which 
dD dD dD 


merits reprinting in full ;— 
OFF-PEAK. BUSINESS. 
does not 


“This class of business 


to have been given 


seem 
the consideration it 
Many stations believe it is not 
possible to any ainount of this 
If, however, every 


deserves. 
secure 
character of business. 
power prospect be carefully analyzed and 
working studied, it will 
you to find how much business can be se- 
this 
works 


hours astonish 
Wherever a manu- 
shifts it is usually 
possible to so arrange the hours that they 
will 
peak. 


cured on basis. 


facturer two 


avoid your six o'clock overlapping 
The requires 
presenting to the manufacturer, for at first 
thought he will say that it is not possible, 
but if your man has his conditions thor- 
oughly in mind (and he should not talk 
until he has) he can in many instances per- 
suade the 
start 
morning 


proposition care in 


prospect to shorten the noon 
one-half 
and shut 


during the winter 


hour earlier in the 
down 


hour, 
enough 
avoid the 
For instance, flour mills can eas- 
down overlapping peak 
hours, foundries by getting out their iron 
somewhat earlier, and many others are in the 


same class. 


early 
months to 
overlap. 


ily shut during 


Flat rates in connection with 
this off-peak business work in very ad- 
vantageously. I am aware of the prejudice 
of all central stations against flat rates, 
and to some extent I share this for un- 
limited flat-rate lighting. 
not believe flat-rate power business is in 
the same The manufacturer will 
not pay for labor or wear and tear upon 
machines simply to 


However, I do 
class. 


waste current. He 
has a clearly defined number of hours to 
operate, a certain maximum production to 
obtain in these hours, and a definite num- 
ber of machines to operate. A _ contract 
can thus be easily drawn which will cover 
the situation fairly well: Sample of this 
flat-rate peak-load contract is herewith 
shown. You will note it~ says nothing 
about the horse-power required. The 
company merely agrees to furnish energy 
in sufficient quantities to ‘drive a certain 
number of carefully described machines a 
certain number of: hours per day. This 
contract is very useful in landing certain 
classes of men and business which could 
not be otherwise obtained. 


Some of the results on the station curve 
of the off-peak business may be of interest; 
curves of December 23 and 22, 21 and 20, 
19, 18 and 16 from two of our Western 
plants where these off-peak contracts have 
been made. One of these plants in a city 
of 25,000 has now a day load of 1,500 kilo- 
watts, and has upon its circuits over 90 
per cent. of the total power business in the 
city, the only exceptions being the paper 
mills. The other plant, in a city of 30,000, 
has a day load of 1,000 kilowatts, and is 
closing down plants as fast as_ station 
capacity can be installed to take care of it. 
Fully 50 per cent. of the power contracts 
is both these cities contain this peak load 
clause. 

The value to the central station of a 
good, heavy, long-hour motor load can not 
be overestimated. It furnishes a steady 
income for every month of the year. The 
amounts received per customer are rela- 
tively large and difficulties of collection 
very small. This power business will rep- 
resent a satisfied class of customers, the 
most influential and best element of the 
city, and they will influence public opinion 
in your favor and largely minimize the dan- 
ger of municipal ownership agitation.” 


CATERING TO POWER FOR AUTOMO- 
BILE CHARGING. 
Robert W. Rollins. 


Mr. Rollins paper was a frank 
statement of the experience of his 
company in the field of automobile 


charging. Starting in November, 
1904, the Hartford Electric Light 
Company installed 10 mercury arc 
rectifiers for auto charging. Since 
then 34 more have been added and the 
company’s revenue has run up from 
$3,381.81 in 1905 to $4,441.90 in 1906. 
A description was then given of a flat 
rate. system whereby the company 
manufactured batteries under patents 
it owns and supplies current for same 
at $1.75 per day, but the writer 
pointed out that such a scheme could 
not be adopted: where the company 
did not have expert battery attend- 
ants. Hartford now has 75 electric 
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vehicles on its streets. Mr. Rollins 
states that the call for charging equip- 
ment is greater this year than last and 
predicts that this branch of central 
station business will soon be a con- 
siderable factor. 


ESTABLISHING DAY CIRCUITS IN 
TOWNS OF 10,000 POPULATION AND 


UNDER 


KF. H. Plaice. 


Note: This paper was read instead 
of the one printed and distributed at 
the méeting. 

That so many towns of 5,000 and 
under do not enjoy 24-hour service 
the author declares is entirely the 
fault of the companies supplying such 
towns, as it is his experience and 
belief that any community that will 
support a night service will provide a 
day load as well. 

The means used by him to build 
up a profitable day load, Mr. Plaice 


enumerates as follows: A sliding 


rate based upon area to be lighted 
rather than maximum demand, al- 
lowing approximately 34 watt per 
square foot as the basis for minimum 
charge; free wiring, and the provid- 
ing of all equipment necessary to 
customers’ installations upon a rental 
basis and a charge of one cent per 
month for each dollar invested, this 
policy covering motors, shafting, pul- 
leys, belting, wiring, fixtures, heating 
appliances, etc.; no contract other 
than one showing itemized ownership 
of material and apparatus. 


Mr. Plaice advocates personal work 


as against printed matter to secure 
business in the small town, and par- 
ticularly recommends trial installa- 
tions. Any service of 16 cp. or over 
he adjudges good business and while 
many devices such as sewing machine 
motors and washing machines seem 
very small current consumers, he be- 
lieves them worth while in the aggre- 
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ECHOES OF THE CONVENTION 


Mr. J. 
of the 


D. Burns, General Sales Manager 
Ward 
sent the following message to the delegates 
of the National Electric Light 
Convention in 


Leonard Electric Company, 
Association 
care of the editor of the 
Convention Daily. It was received too late 
for insertion in the Daily: 

“There are so many of you and so few 
of us that we cannot see you all personally. 
We want to see each of you and know you 
all. We are around some, but 
can't know you all, except through the mail, 


getting 


and, therefore, hope you will write for our 
catalogue. We would be 
your valued orders. 


glad to receive 
“Inasmuch as it is endeavor to al- 
ways give ‘value received, we realize that 
there 


our 


are others qualified to do the same 
thing. By placing your orders with us, we 
believe that the confidence imposed in us 
is a personal kindnéss as well, and we take 
this opportunity of expressing our appre- 
ciation for such 
sending to us.” 


orders as you have been 


Mr. Crouse Responsible. 


One of the clever innovations this year 
was the employment of a press agent to 
supply accurate reports of the Convention 
proceedings to newspapers both in and out 
of Washington. The firm of Parker and 
Lee assigned their Mr. Dan Pierce to this 
work, and through his efforts a great deal 
of publicity of accurate and reliable nature 
concerning the Convention was published 
throughout the country. 


Mr. Neumuller Complimented. 

A very high compliment was paid to the 
work of Mr. Walter Neumuller, Chairman 
Exhibition Committee, who was so largely 
responsible for the excellent arrangements 
of the Exhibition Hall at the Convention. 

The exhibitors, in meeting to organize a 
permanent body to handle exhibitions in 
connection with future conventions, unani- 
mously agreed that such an organization 
would be wholly unnecessary if they could 
in another year count upon the services of 
Mr. Neumuller, 
whose work had been of the highest order 
as the results of the 


so efficient a chairman as 


exhibition amply 
showed. 
Columbia Exhibit. 

The Columbia Incandescent Lamp Com- 
pany exhibited, through its Washington 
agent, the National Electric Supply Co., a 
complete series of lamp parts, beginning 
with the solution from which the filaments 
are made and ending with the completed 
lamp. Few, even among the experts, real- 
ize that the making of an incandescent lamp 
requires 52 distinct processes. The exhibit 
of the Columbia Company not, of 
course, show each process, but only the 
parts. 


does 


Credit was given to Mr. F. E. Foster for 
an article in the May issue of SELLING 
ELECTRICITY, which should have ap- 
peared under the name of Harry V. Forest. 
The similarity ‘of names and unusual quality 
of contributions of both these gentlemen 
accounts for the mistake. 


THE CONVENTION DAILY 





HE Convention Datty was 
quite the most ambitious piece 
of class journalism attempted 

within recent years. To write, edit 

and print a twenty-four page news- 

paper on three successive days, in a 


strange city, with a staff that had 
never worked together on such a job 
before; to have that paper ready for 
distribution in time so that the 1600 
delegates could read it at breakfast 
each morning; to address, wrap and 
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mail copies of all three issues to the 
entire central station list so that every 


lighting manager could have complete 
newsy accounts of the proceedings 
two days after the closing of the Con- 
vention—that was certainly an under- 
taking the like of which cannot be 
paralleled. 

And it was no half-way success. “I 
believe the DAity did more than any 
other single thing to make the Con- 
vention a success,’ said Sam Scovil, 
whose conservatism is proverbial and 
whose expression, therefore, may be 


accepted at its face value. “It brought 
the delegates together; made the new 
members acquainted with what was 
going on; infused a spirit of ‘get-to- 
gether’ into the whole proceedings.” 
The congratulations of the officers of 
the Association and of others high in 
its councils were equally gratifying to 
the promoters of the DAILy. 

that the 
DAILY was conceived in a spirit of 
We 


central station men of the country and 


Let it be known at once 
self-advertisement. desired the 


the manufacturers upon whose sup- 





The ‘‘Convention Daily’ Staff. 
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port we must, as publishers, count for 
success, to realize that SELLING ELEc- 
TRIcITy has within its organization the 
ability and the enterprise to undertake 
and carry out successfully what was, 
as one prominent delegate said, “the 


biggest thing ever done at a National 
Convention.” 

If anyone has a doubt that the 
DaiLy took the Convention by storm, 
the following expressions of approval 
should dissipate it: 








EXPRESSIONS OF APPROVAL 


The “CONVENTION DAILY” filled a long felt want and I trust that the good 
accompliihed this year may result in a continuance.” 


PRESIDENT DUDLEY FARRAND. 


Allow me to congratulate you on your splendid work in the CONVENTION 


DAILY.” 


“The C. W. Lee Company has certainly set a high standard for all future 


Convention Journalism.’ 


“Your presence at the Convention has helped to make it the unqualified 
EX 


success which it undoubtedly is.’ 


-PRESIDENT ARTHUR WILLIAMS. 


“The CONVENTION DAILY has béen a great success. It has helped to 


put added interest and enthusiasm 


in the convention this year.” 


MR. J. ROBERT CROUSE. 


“I want to wet some extra copies of this interesting CONVENTION DAILY 


to send away.’ 


MR. CHARLES P. STEINMETZ. 


“The CONVENTION DAILY has been a great success.” 


EX-PRESIDENT, JAMES I. AYER. 


“It’s the biggest thing that has ever been done at an Electric Light con- 
vention. Nobody realized until after the first and second issues, that the C. 
W. Lee Company or any other company could actually set up shop here in 
Washington and get out a genuine newspaper. You have gone up against 
a tremendous undertaking and made good.” MR. JOHN CAMPBELL. 


“You are to be congratulated. The 


success.” 


“DAILY” has certainly been a big 
SECRETARY W. C. L. EGLIN. 


“It is absolutely necessary now that we should have another CONVEN- 
TION DAILY next year. It has proved to everybody what an essential thing 
a daily paper, such as you have published, is to the success of a big conven- 
tion. The “DAILY” has helped to keep up the enthusiasm and interest in 


the convention, and has kept every 
going on.” 


member in close touch with what was 


MR. E. A. DOSSERT. 


“Its a great stunt and a great ad for the C. W. Lee Company. We are 


perfectly willing to see you do the 


work, for we would hardly care to at- 


tempt to get out such a paper ourselves.’ MR. C. H. JOHNSON. 


“I want to congratulate you, not only on your enterprise, but on an en- 
terprise very thoroughly and skillfully carried out. The “DAILY” made 


many friends for itself through its 


the non-scientific lady.” 


MR. FRANK L. PERRY, ASSISTANT 


cleverly worded paragraphs. It was 
good breakfast table reading, not only 


for the scientific men, but also for 


MANAGER, WESTERN ELECTRICIAN. 


THE CURTIS ADVERTISING CO. 
The CONVENTION DAILY was certainly a clever piece of work and reflects 
the highest credit on the editor and publishers. 


F. A. CURTIS. 


“I believe the “DAILY” did more than any other single thing to make the 


Convention a success.” 


MR. SAMUEL SCOVILL. 


“I am so glad the “DAILY” has been so successful.” 


CARMELITA BECKWITH. 


THE CONVENTION’S VOTE OF THANKS, 


“I move a vote of thanks to the publishers of the CONVENTION DAILY. 
I think they have rendered an excellent service to the National Electric 


Light Association this year.” 


MR. J. F. GILCHRIST. (Motion carried.) 

















THE AFTERMATH 





“WE'LL MEET WITH CHAMPAGNE AND A CHICKEN AT LAST” 





ONVENTION means work. 
It is strenuous from start to 
finish, but— 

It also means some play. Perhaps 
it is the hours of social relaxation that 
make the more strenuous ones possi- 
ble. And surely there was no lack of 
these hours at the N. E. L. A. 


The convention opened on Monday 
night with a big reception and dance, 
and it closed on Friday with a host 
of dinners big and little. 

Friends and acquaintances of long 
standing were reunited for a few days 
and they made the most of their time 
to re-establish their comradrie. 

The Washington members outdid 
themselves in entertaining. The more 
or less formal social features of the 
convention, the Monday night recep- 
tion, the President’s reception, the 
Wednesday night dance and the trip 
to Mount Vernon, and the theatre 
party, were due to their careful plan- 
ning and able execution. 

While these larger affairs were most 
enjoyable in themselves, they were in 
reality only a small part of the actual 
social life of the convention. 

Breakfasts, luncheons, dinners, and 
late suppers were given in large num- 
bers every day. 

Many others, less formal, were ar- 
ranged on the spur of the moment, 
and at all business was generally a 
tabooed subject. 

A number of unofficial affairs were 
given by the officers of the association, 
and these were climaxed by the 
luncheon of Mr. Arthur Williams on 


Friday, at which several Washington- 
ians as well as convention officers and 
a few members were guests. 

Besides the entertainments of this 
kind, there were as many as a dozen 
small parties at the Columbia Golf 
Club, entree to which was courteously 
offered to golfing members and their 
guests. 

Men disappeared. Where they had 
gone was a matter of conjecture, but 
ten to one they had joined some party 
for an auto trip about the city, for a 
canoeing trip on the Potomac, or may- 
be for a horseback ride with several 
others similarly inclined. And every 
day the hours between six and nine 
were purely social for nearly all of 
those present. 

The whole convention was a live 
issue. Everything that had been at- 
tempted was accomplished with an 
almost surprising energy and enthusi- 
asm. but it was a breezy, easy en- 
thusiasm that makes things happen, 
and it made the enjoyments of the day 
of as real moment as the business. 
Every one knows about Jack of the all- 
work-and-no-play fame. Well, he 
wasn’t present at the Thirtieth Con- 
vention of the N. E. L. A. 

The work of the convention was 
naturally the first consideration, but— 
the ladies were there! 

And they were so well taken care 
of that they will surely sanction the 
paraphrase and agree: 

“That Washington hath left 

A charming memory, 

A light (electric) for after times.” 
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IDEAS FROM EVERYWHERE 


The Best Thoughts on Business-Getting Abstracted from the Electrical Press 


and Business Magazines. 





The following exchanges are being carefully watched for business-getting 


ideas worthy of reproduction. 








| | Central Station Brains Gas Light Journal 

1. Electrocraft Business Man's Magazines Journal of Electricity 
Electrical Age Inland Printer Light 

‘Dp Electrical Review Judicious Advertising Progressive Age 


Public Service 
Street Railway Journal 


Electric Traction Weekly Profitable Advertising 
Electrical World Salesmanship 
ih Western Electrician System 


































Signs of the Times 





ELECTRICAL WORLD— JUNE 1. 
Minneapolis G. E. 


Under the title, “A Lesson for Central 
Station Managers,” H. Cole Estep, in this 
number of the World, describes the ef- 
forts of the Minneapolis General Electric 
Company to establish a new system of rates 
according to the maximum demand system. 
Although Mr. Estep says that “the justice 
of the maximum demand system is neither 
difficult to demonstrate nor hard to com- 
prehend,” the Minneapolis company failed 
in its efforts simply because it did not take 
up a campaign of publicity advertising un- 
til it was too late. The Minneapolis news- 
papers and the general public regarded the 
efforts of the company to cltange the sys- 
tem of rates with suspicion. As the writer 
phrases the situation, the public and the 
newspapers were “dead against it.” “Being 
utterly ignorant of the first principles in- 
volved in the manufacture and sale of elec- 
tricity,’ the press and the public insisted 
on the continuance of a ruinous system of 
flat rates. 

When at last the company came to real- 
ize the gravity of the situation, the pub- 
lication of a well written series of adver- 
tisements in the newspaper was taken up. 
These advertisements explained in a simple 


and yet thorough manner the principles un- 
derlying the making of electrical rates. 
But as the writer says, this attempt by the 
company to remedy matters by a campaign 
of publicity came too late. At the last 
meeting of the city council a resolution 
was unanimously passed authorizing the 
conversion of the old city pumping. sta- 
tions into muncipal electric light plants. 
The Minneapolis General Electric Com- 
pany now has the choice of accepting the 
flat rate system or of entering into compe- 
tition with the city. “On account of public 
ignorance the company is destined to lose 
thousands of dollars through an unfair sys- 
tem of rates.” 

The writer concludes as follows: “Per- 
haps this costly mistake made by the Min- 
neapolis General Electric Company in neg- 
lecting its campaign of education until it 
was too late, may prove to be a valuable 
lesson to other central station companies. 
A few hundred dollars spent at the proper 
time in a judicious campaign of public in- 
struction would have avoided the present 
difficulty.” 

Rivals in Brilliance. 


Up in Northern Michigan where rival 
ball teams seem to be as yet unknown, the 
Houghton County Electric Light Company 
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is making capital stock of the situation by 
playing the various towns off against each 
other in a thrilling campaign of electric 
street lighting. As described by Fred G. 
Bolton in the World, three towns, Hough- 
ton, Hancock and Calumet, have for some 
time been trying to outdo one another in 
the lighting of their respective business 
streets. As the Houghton County Electric 
Light Company supplies the current for all 
three towns, it can be easily seen why this 
rivalry has proved exceedingly profitable. 

These three towns are now lighting all 
business streets with a double string of in- 
candescent lamps on each side. The lamps 
used are 4-cp and they are placed four 
feet apart. As there are two rows on each 
side of the street, this gives a lamp every 
two feet. The towns are so well pleased 
with the better light, that they are now 
talking of lighting the residence districts in 
much the same manner. 

Mr. Bolton suggests that other companies 
should get into this work by lighting a few 
blocks in their own city or town as a 
demonstration. He says: 

“We must show our goods to the buying 
public before we can sell them, and this is 
as true of selling electricity as in any other 
mercantile line.” 


Central Station Bulletins. 


Three testimonials to the value of the 
central station bulletin as a profitable in- 
vestment for a large electric lighting com- 
pany are published in this article. Mr. La 
Rue Vredenburgh, supeintendent of the ex- 
hibition department of the Edison Electric 
Illuminating Company of Boston, tells how 
Edison Light, the house organ of that com- 
pany was started with an issue of 5,000 
and after two years enlarged substantially 
and the regular issue increased to 21,000. 

“I am thoroughly satisfied that the ex- 
penditure involved in the publication of this 
bulletin is fully justified.” 

For Light and Power, the bulletin issued 
by the C. W. Lee Company for the Public 
Service Corporation of New Jersey, Miss 


Frances Neison, the editor, is quoted in 
part as follows: 

“What we think of the value of such a 
medium is evinced by the fact that with the 
July issue it goes into its fourth volume, 





and since its first edition it has grown from 
eight pages, printed in one color, to its 
present size of 16 done in two colors with 
especially designed covers. But we don’t 
view it as an immediate business bringer; 
we consider its results cumulative.” 

Mr. H. K. Mohr, manager of the adver- 
tising bureau of the Philadelphia Electric 
Company, is quoted as follows: 

“A house organ is primarily intended for 
the existing customers of any company, and 
is used only in a secondary sense in adver- 
tising to the consumer, and that is the Phil- 
adelphia Electric Company’s theory. This 
company believes that the primary and most 
important mission of the bulletin is to in- 
crease and cement the cordial relationship 
existing between the company and the cus- 
tomer; to endeavor to make the under- 
standing between company and customer as 
complete and thorough as possible.” 


Southwestern Electrician. 


In its very complete reports of the Third 
Anuual Convention of the Southwestern 
Electrical and Gas Association, the South- 
western Electrician publishes in full the 
above named paper by Mr. F. C. Randall. 

The paper deals with the principles and 
practice of systematizing the work of gath- 
ering and recording information and data 
so that it may be instantly available, com- 
plete, comprehensive and not involve too 
much clerical labor. It is pointed out that 
forms frequently contain (or require) too 
much information, and that this leads to 
abbreviations and carelessness upon the 
part of those filling them out. The author 
pleads for simplicity and as few forms as 
will serve to keep proper records. The 
paper as a whole contains many valuable 


suggestions. 
Progressive Age. 


A rather old-fogey editorial on the sub- 
ject of business getting appears this month, 
it being the writer’s fear that in their haste 
and eagerness to devise a follow up system, 
his readers will fall into the error of being 
too persistent. The grave effects of the de- 
ceptive imitation letter are also enlarged 
upon and the writer’s personal experience 
with a tenacious tailor who followed him 
up with unwelcome perseverance set forth 
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at some length. The editorial is a good 
example of a man who knows nothing about 
it trying to tell what he doesn’t know to 
somebody who does. 


ELECTRICAL WORLD. 


Editorially the World comments on the 
extended use of the household motor. The 
washing machine and the ice cream freezer 
are the two household appliances that at 
present represent the principal use of the 
electric motor in the home. On account 
of the cost of motors, and the undesirabil- 
ity of having a separate motor for every 
household appliance, the writer advises the 
working out of a plan whereby one or two 
motors can be made to suffice for the driv- 
ing of the sewing machine, the washing 
machine, the ice cream freezer and all other 
devices in the home that require the appli- 
cation of power. 


Mere Growth Not Prosperity. 


“Mere growth of the peak load from year 
to year, without change in the general char- 
acter of the load, does not, for example, 
necessarily indicate a prosperous condition. 
This is what the World has to say to the 
central station manager who has been con- 
gratulating himself on a large increase in 
business without any particular effort on his 
own part. Such a growth, the writer ar- 
gues, may mean that the company is ob- 
liged to add, year by year, to an invest- 
ment which is paying none to well and that 
the ratio of investment to earnings is not 
improving. 

“If the central station property is 
being developed as it should be, the 
ratio of gross earnings to investment 
should be steadily on the increase 
from year to year. Going back a step 
farther, this practically means that the ratio 
of average load to peak load or, in other 
words the yearly load factor, should be 
steadily increasing. There is at best in cen- 
tral station business a large amount of in- 
vestment idle 22 hours per day from six to 
eight months of the year. The greatest 
number of hours this investment can be 
made to earn revenue, the greater will be 
the ratio of gross revenue to investment.” 


Electric Autos In Washington. 


Within the past two years, says this 





writer, the number of electric vehicles in 
use in Washington has increased over 100 
per cent. The causes that have brought 
about this remarkable development are, first, 
the improved character of the electric auto- 
mobiles now on the market which are capa- 
ble of traveling from 40 to 50 and in some 
cases 75 miles on one charging; second, the 
establishment of garages for the special 
care and charging of electric vehicles by 
the various companies manufacturing them, 
and third, the establishment of a special rate 
and a charging station by the Potomac Elec- 
tric Power Company. 


Advertising Enterprise. 


The advertising enterprise of the Queens 
Borough Gas and Electric Company, which 
operates in New York and yet supplies cur- 
rent only to seaside resorts—15 small 
towns—is the subject of a special article 
in the World by Miss Carmelita Beckwith. 
One of the successful issues put through by 
President Carleton Macy of this company, 
was the buying of a large supply of electric 
portable lamps which were sold to custo- 
mers at cost. Through clever advertise- 
ments in the newspapers and mimeograph 
letters several hundred of these portables 
were sold. 

The loaning of electric flatirons on 30 
days’ trial was another plan taken up sev- 
eral months ago and to-day, as a result, 
from 30 to 40 irons a month are being sold. 
Other electric heating and cooking.devices 
are being loaned and sold in the same suc- 
cessful manner. The company make a 
special rate of 6 cents per kwh. and installs 
a special meter wherever heating and cook- 
ing devices are connected. This rate is 
also allowed for charging automobiles. 

Electric signs. are sold at cost to custo- 
mers and connections are made free. 

Miss Beckwith quotes Mr. Macy as saying 
that he assuredly does believe in central 
station advertising, and in keeping everlast- 
ingly at it. “Everything tells in the long 
run. As a result of our activity, the elec- 
tric branch of our business is away ahead 
of gas.” 


Signs of the Times. 


“The advertising manager of the electric 
light company has reasons to be glad,” says 
this interesting publication. “He has a field 
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to work in that is unique and interesting. 
Without competition, in cities where one 
company holds the franchise, he has things 
pretty nearly all his own way.” 

Right at this point we want to ask every 
manager of an electric light company, who 
feels that he has everything all his own 
way, who’admits that he has reasons to be 
glad, to stand up or otherwise manifest his 
endorsement of the above effusion. 

When the writer gets down to the sub- 
ject of electric sign advertising he comes 
much nearer the mark: 

“Advertising managers have found that 
a few good electric signs, well placed, cover 
the entire city effectively. Direct mail ad- 
vertising is often used as a supplement with 
telling effect. The electric sign is working 
all the time with all the people. It’s no 
guess, no theory, no experiment. It’s a fact 
—‘a pillar of cloud by day, of fire by night.’ 
It’s free and everybody is susceptible to its 
influence. It aids the solicitor, and ren- 
ders his efforts more prolific of results.” 

ELECTRICAL REVIEW. 

“The efficiency of your salesmen is only 
secondary to the efficiency of your service. 
Your success hinges not on one or the 
other, but on both. For given efficient ser- 
vice, and an efficient, hard working corps 
of salesmen, who shall say to what heights 
your company can attain? Therefore, the 
selection of solicitors is a mighty vital and 
important one to central station managers.” 

The writer goes on to say that too many 
managers make a practice of using their 
contract department as a catch-all for ap- 
plicants for positions who have no claim 
for a job outside of some personal or politi- 
cal pull with the officers. “If you have a 
place to make for some friend or relative 
of the officers, don’t put him on the solic- 
iting force, unless he has real ability in 
that line.” 

Here are some of the requirements nec- 
essary in the good solicitor as outlined in 
this article: Practical knowledge of the 
business, pleasing personality and address, 
enthusiasm, tact, honesty and stick-to-it-ive- 
ness, 


Evansville Gas and Electric Co. 


Some of the unique and successful meth- 
ods put into effect by Mr. W.. B. McDon- 


ald, manager, and Mr. Tills, contract agent, 
were briefly mentioned in this number of 
the Review. Enlisting the aid of the school 
children to sell gas and electricity was one 
of them. Another was the marriage of a 
young couple on the top of the smokestack 
of the company’s plant. The company em- 
ploys only high class solicitors and pays 
good wages. In case a solicitor fails to 
call upon a prospect within a certain pre- 
scribed time, and the prospect comes in 
and does business with the office, the sale 
is credited to the office and not to the solici- 
tor. This results in making the solicitors 
call often on every prospect. 


Selling Electricity In Mexico. 


Some of the progressive advertising 
methods now being used by the Mexican 
Light and Power Company of Mexico City, 
Mexico, are illustrated and described in the 
Review for May 11. This company has 
harnessed Necaxa Falls and carries the cur- 
ret from the falls 200 miles to El Oro and 
Mexico City. The general manager of the 
company, Mr. R. F. Hayward, was formerly 
with the Utah Light and Railway Company 
of Salt Lake City. The gross earnings of 
the company for 1906 were over $4,000,000. 

In a country like Mexico where the most 
advanced system of lighting is either the 
ancient candle or the smoky oil lamp, the 
conservatism and suspicion of the public 
that must be overcome is something dis- 
heartening. But the Mexican Light and 
Power Company went after these people 
with a campaign of direct-by-mail advertis- 
ing—letters and folders. The company also 
gets out a bulletin. Al advertising matter 
has to be printed in both Spanish and Eng- 
lish on account of the mixed character of 
the population. Newspaper advertising is 
another form of publicity that the company 
has used with profitable results. Over the 
office of the company is placed a large 
electric sign which is part of the company’s 
sign campaign. 


Kansas City Progress. 


With 600 customers and 500 meters in- 
stalled in June, 1900, the Kansas City 
Electric Light Company developed in the 
six years up to March of this year, 9,000 
customers and 9,500 meters. This remark- 
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able development is due to the efforts of 
Mr. R. E. Richardson, general manager, 
who took charge of the company some seven 
years ago. Since June 1904, Mr. Richard- 
son has had as his assistant, Mr. R. S. 
Bogie, director of the new business de- 
partment. A_ bulletin, direct-by-mail ad- 
vertising and a live staff of solicitors are 
the agencies through which the Kansas 
City Company has come to the forefront. 
BRAINS. 

“Ethics in church advertising is given less 
consideration than formerly,” says Brains, 
which then gives an account of an electric 
sign three feet wide and six feet long which 
has been hung out at the gate of the Fifth 
Avenue Baptist Church, New York City. 
The sign bears the words, “Fifth Avenue 
Baptist Church,” and undoubtedly serves to 
increase the size of the congregation every 
Sunday night. 

SYSTEM MAGAZINE. 

The New York Edison Company’s prac- 
tice of using a large variety of let- 
terheads in its follow-up advertising 
work, each letterhead being _ illustra- 
tive of the class of service solicited, 
appeals to the writer of this article, 
Mr. Franklin <A. Stote, as an _  alto- 
gether unique idea. Not alone is the de- 
partment letterhead of interest and value 
in the follow-up campaigns, but it has many 
advantages when used in regular corre- 
spondence, for it brings home to the recipi- 
ent by means of the illustration, some vital 
point about the service which the ordinary 
letterhead does not convey. Over twenty- 
five examples of Edison Company letter- 
heads, most of them bearing Cooper’s in- 
imitable “Edison man” caricatures, are used 
to illustrate the article. “There have been 
about fifty different designs produced to 
illustrate various departments of the ser- 
vice and to interest innumerable classes of 
prospective patrons,” says Mr. Stote. “While 
it is not possible, of course, to determine 
exactly the pulling power of these letter- 
head designs, yet the attention they have 
attracted since they were introduced is 
proof of their success.” 





Convention of Ill. Eng. Soc. 

The Illuminating Engineering Society 
will complete its first year with a general 
convention in Boston, where members of 
each of its five sections will gather July 30 
and 31, during “Old Home Week.” Over 
three hundred members have given assur- 
ances that they will attend and the vari- 
ous committees are therefore planning for 
a very large and enthusiastic convention. A 
preliminary announcement has just been is- 
sued giving a general outline of the work of 
the convention, which will include a strong 
program of interesting papers by the lead- 
ing men available, and an exhibition of both 
illuminating appliances and measuring ap- 
paratus. Social features, also, will be pro- 
vided for. The headquarters of the con- 
vention are in Room 728 Old South Build- 
ing, Boston, where John Campbell, Chair- 
man General Convention Committee, and 
J. H. Griffin, Jr., of the Hotel Committee, 
may be addressed. 


Want a Flat Rate. 


The Public Franchise League of Boston 
is after the Edison Electric Illuminating 
Company of that city for a flat rate as an 
alternative to the differential system of 
charging now in vogue. At a meeting May 
22 before the Massachusetts Gas & Electric 
Light Commission, John B. Eastman made 
an address urging that the company allow 
customers the option of taking energy at 
a flat rate of 10 cents per kwh. There will 
be another meeting before the commission 
in June when the company will endeavor 
to m.eet in detail all the arguments ad- 
vanced by Mr. Eastman. 


No False Modesty. 


Mr. Frank H. Plaice, General Manager 
of the New Bremen (Ohio) Electric Light 
Co., whose paper telling how he has sv 
cured a per capita income of $8.50 in a town 
of 1380 created something of a furor at 
the Convention, believes in letting people 
know what his business is. His card bears 
this inscription in red, “We intend to light 
every building and turn every wheel within 
a radius of ten miles. 
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An illustrated magazine of business- 
getting for Electric light central stations 
and electrical men generally, devoted to 
advertising, soliciting, selling plans, the 
display room, and whatever will tend to in- 
crease the interest in, and demand for, 
electric current for light, heat and power. 





Published monthly by 
THE C. W. LEE COMPANY, 
54-56 Clinton St. Newark, N. J. 
FRANK B. Rag, Jr., Editor. 
BRAD STEPHENS, Advertising Manager. 





Subscription price, One Dollar per year. 
Single Copies, Ten Cents. 





NOTICE. 


Advertisements, Changes in Advertise- 
ments, and Reading Matter intended for 
the next month’s issue should reach this 
office not later than the fifteenth of this 
month. 





Application made at the Newark Post Office 
for entry as Second Class Mail Matter- 








Vol. 1. JUNF, 1907. No. 6 








| T will be pretty thoroughly evident 

to anyone who glances over this 
issue that SELLING ELECTRIC- 
ITY covered the National Electric 
Light Convention as no convention 
With the 


Convention Daily, issued at Wash- 


has been covered before. 


ington containing reports of the first 
three days’ sessions and this issue of 


the magazine completing the Com- 


mercial Day, we feel that our readers 
have every vital point of the Thir- 
tieth Annual Convention now before 
them. We therefore bid farewell to 
this, the largest and most successful 
gathering of central station men in 
the world, and go back to our regu- 
lar routine. 

Ordinarily, such a move would fol- 
low naturally and as a matter of 
course, but among electrical papers it 
seems to be usual to drag out the ma- 
terial gathered at National Conven- 
tions throughout the year. At least 
one of the larger trade journals pub- 


lished so late as June 1, a paper pre- 





pared for last year’s convention—a 
most enterprising proceeding in view 
of the fact that this same paper was 
published in SELLING ELECTRIC- 
ITY last mid-winter. 

This issue contains in its abstracts 
of the commercial papers, all of value 
to central station business getters 
that occurred before the National Con- 
vention. While it would undoubtedly 
be an advantage to print complete 
papers, the gist is here given—boiled 
down to fit the needs of the busy cen- 
tral station manager or _ solicitor. 
The husk has been torn from them— 
the kernel—the meat of the matter, 
brought within the compass of a few 


words. 
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This Magazine 
Will Help You 
Make Good 
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THe New Business ‘Day 


Published Monthly by the C. W. LEE CO., 54 Clinton Street, Newark, Mi J. 


It’s chock full of new ideas for selling more juice. Behind every idea there is 
a live business getter—a man who has actually tried out the particular plan he 
tells about, and found it successful. A great many of these successful schemes 
for getting new customers will fit the conditions in your town—will help you 
succeed in your field. 

Can you afford to let any good ideas get by you ? 

We are sending out a handsome leather memo card case with every new sub- 
scription to Selling Electricity sent in on the attached coupon. Fill out the 


blank now and get one of these convenient vest-pocket memoranda. 








TEAR OFF ON THIS LINE 


Selling Electricity, Newark, N. J. 


Find pinned to this coupon a $1.00 bill, for which send me your 
Magazine one year. 


Name__...... 
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WAGNER ELECTRIC MANUFACTURING CO. 


MAIN OFFICE AND FACTORY, ST. LOUIS, U. S. A. 





MR. CENTRAL STATION SOLICITOR : 


You can put from 10 to 15 of these ventilating fan outfits on your lines this 
summer, if you will post yourself as to their possibilities. Remember, they are 
Single Phase, Variable Speed, Auto-Transformer controlled outfits. Note two 
distinct features never before used in connection with single phase outfits: 





Variable Speed 2 Auto-Transformer Control. 








The Variable Speed feature is of course a necess- 
ity. The Auto-Control means that the expense of 


operating is dependent on the speed of the fan. 


Write for Bulletin No. 76-M and post yourself. 
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ELECTRIC WATER HEATER 





A thorough reliable 
h continuous flow Electric 
Heater from which water 
at any temperature from 
cold to 200° F. can be 
drawn. Such a compact 





sanitary and economical 
device is just the thing 








for soda fountains, cafes, 


Ghe JOS. FALLEHK 
Electric Hair Drier 


“hotels, clubs, doctors, 
dentists, hospitals, bar- 
) ber-shops, manicure par- 
lors and the home. 





Put one in your exhibition room and 
demonstrate its advantages to barbers, 
hair dressers and hotels. 

Asa window display, the Fallek Electric 
Hair Drier is one of the most effective 
means of attracting attention to the 
advantages of your service. Send for 


The only successful competitor of the 
gas heater which it surpasses in every way. 


ad Td 


‘sip H. C. K. COMPANY 
JOSEPH FALLEHK 30 GREENWICH AVE. NEW YORK 
59 West 21st Street NEW YORK 


hhh hhh 6444464444 444444444444444444444444444444444444 
Ee eT TE NE 
-A a AAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAS 





























In writing to advertisers, mention ‘Selling Electricity.” 
















‘*The Perfection of Artistic Illumination”? 


You cannot afford to 










be without full particulars 


concerning this cluster. 








Let us show YOU. 





ee 



















PATENT APPLIED FOR 













MADE FOR 


GEM~> 
STANDARD and 
TANTALUM LAMPS 


WRITE FOR PRICES, DISCOUNTS, ETC,, TO 
HOLOPHANE COMPANY 
SALES DEPARTMENT 
227-229 Fulton St. 





New York 
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Solicitors 


Wanted 






We can place at once, six power 
solicitors and ten light solicitors. 
Must be men with practical ex- 
perience in applying up-to-date 


business-getting methods. 


WRITE US AT ONCE 


Electric Solicitor’s Exchange 
54 Clinton Street 


Newark . New Jersey 




















WE HAVE GOT IT 


AND 


YOU WANT IT 


THE = - 4 
Reliable 
Time Switch 


A proposition to prove our 
claims made to the skeptical. 


Write— 
The BALLOU-HUTCHINS ELECTRIC CO. 


38 WEYBOSSET ST. 


PROVIDENCE, - RHODE ISLAND 
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THE 


Hit of the Convention 


The Barr-lron Booth at N.E.L.A. Convention 


The reasons why Barr Irons have 
the confidence and approval of dis- 
cerning Central Station men: 

More heat for same watt consumption. 

Uniform distribution of heat. 

Longer life in heating element. 

No heat in handle 

No porcelain to break. 

No wearing of the cord. (Patent Cord 
Protector. 

More simplicity in changing heating 

element. 


a 





Let us send you this iron at our 
special price to central station men. 


CAN BE FURNISHED WITH PLUG SWITCH ON THE IRON 


The W. J. Barr Electric Manuf’ Co, 


CLEVELAND, OHIO 
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Summer Comfort 


Can be obtained with Fort Wayne Universal Bracket 
Fans—the kind that throw the air in any direction 
by simply placing the fan in the desired position. 
They stay where you put them, too. 








8-IN. UNIVERSAL BRACKET FAN MOTOR 


No lock nuts, adjustment screws or other trouble- 
making devices, to stick, turn hard or get out of 
orderand make you warmer trying to regulate them. 


Fort Wayne Electric Works 


**Wood’’* Systems 
Fort Wayne, Indiana 
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KiIMBLE-GREGORY 


VARIABLE SPEED MOTORS 


Alternating and Direct Current 
FOR PRINTING PRESS DRIVE 
No Belts—Friction drive—No Resistance 
Any Number of |!mpressions per Hour 


A Money Maker for the Printer and a Business 
Getter for You 





Prices Right Send for Booklet X 
WE MAKE FORGED BLOWERS TOO 


GUARANTEE ELECTRIC CO. CHICAGO 
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Commercial 
Engineering 











OMMERCIAL Engineering is the science of getting new 
business. “Advertising,” you say. Yes, and no—Com- 
mercial Engineering means more. There are many kinds 

and many methods of advertising coupled with soliciting. The right 
kind for a Central Station in Washington, D. C., may be altogether 
the wrong kind for Skowhegan, Maine. And the method that suc- 
ceeds in Skowhegan may fail utterly in Walla Walla, Washington 
State. The Commercial Engineer plans the best kind—the right 
kind—for the specific place and the specific case. 

There is only one way in which it is possible to do this and that 
is by means of a careful personal investigation, on the ground, of 
the condition that must be faced and a thorough knowledge of the 
causes of those conditions. Hence the Commercial Engineer must 
be a man of large experience in that special branch of business 
wherein he chooses to use his brains. His knowledge and exper- 
ience are placed at the disposal of his client, just as are the services 
of the lawyer or the physician; and they enable him to administer 
the special treatment which will go farthest toward smoothing out 
the troubles that beset the business-getting efforts of that client. 

The C. W. Lee Company is a firm of Commercial Engineers, 
who serve as counsel for Electric Lighting and other Public Utility 
Companies. 

The C. W. Lee Company does not do a general advertising 
business. It has no cut and dried stock advertisements to sell. Its 
members are specialists. Their speciality is the organizing and sys- 
tematizing of Commercial Departments for Lighting Companies. 
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SELLING ELECTRICITY ADVERTISERS. 


The members of this firm have been identified with Central Station 
business-getting for many years. Their experience and record for 
successful accomplishment in this field have been won by labors in 
many cities and towns scattered through several States. They are 
familiar with many varying conditions and their success has come 
from careful consideration of the conditions in each individual case 
in advance of undertaking any contract for the up-building of their 
client’s business. 

The C. W. Lee Company has no patent nostrum, no cure-all 
for Central Station business ills. It ventures no opinion without 
first investigating and analyzing the specific conditions to be 
faced. It recommends nothing which local circumstances do not 
justify. Its members are planners and writers of forceful and dig- 
nified business-bringing literature and of advertising designed to 
develop Commercial Departments. Their rcommendations of 
expenditure are based on conservative estimates of the actual cash 
returns which personal investigations, backed by wide experience, 
shows may be confidently expected. They waste nothing in ex- 
periments. Their methods lift a great mass of petty detail from the 
shoulders of the local manager and help to conserve his time and 
energies. Direct and positive results are obtained by means which 
experience has proved to be economical, practicable and in accord 
with the ethics of Central Station business. 

The C. W. Lee Company offers its services to the owners and 
managers of lighting properties whose business-getting depart- 
ments may need assistance. It solicits commissions to make com- 
mercial investigations. If YOUR Central Station wants more busi- 


ness it will be to your lasting profit to get into communication with 





C. W. LEE COMPANY 


NEWARK, N. J. 
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A Dow Adjuster on a Drop-Cord 
Lamp will give you your light 
just where you want it 





It works like a shade-roller—give 
it a twitch and it rolls up; give it 
a pull and it rolls down; no trouble, 
no twisted cords, no profanity. 
Adjusts easily and instantly ; dur- 
able and inexpensive. 





Sample free if you use it in your 
Flexo display room and advertise it to 
your customers. 


Desk Lamps 
The Almond Flexible Arm brings the light right 


where it is wanted. Booklet. Marshall Electric Mig. Co. 
T. R. ALMOND MFG. CO. 


83 Washington Street, Brooklyn, N. Y. 





Boston, Mass. 
































Haller Electric Signs 
Speak All Languages 


ay DAY AND eG NIGHT 


For the most Advanced Construction in 





Metal Signs, the Most Successful Effects 


and the Lowest Possible Prices 





Correspond with 


Haller Machine Co. 


SIGN WORKS 
319 S. Clinton St. Chicago 
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We Help Power 


Solicitors Get Business 


























The Power Solicitor must be ever 
ready to solve whatever problems con- 
front his customers or prospective cus- 
tomers. 


If it is a problem in motor control; 
The Cutler-Hammer Manufacturing 
Company will solve it for you—solve it 
right—be responsible for successful and 
satisfactory results—and will not cost 
you or your customers one cent. 


We are daily in receipt of letters asking 
how best to accomplish this or that re- 
sult. Nearly always the problem, 
though new to the person making the 
inquiry, is an old one to us, and we are 
frequently able to send blue prints 
showing how the same conditions were 
successfully met in former cases. 


Central Station Solicitors, Managers, 
Makers of Motor-Driven Machinery, 
Consulting Engineers, Electrical Con- 
tractors, and the Man on the Switch- 
board, are cordially invited to avail 
themselves of our facilities. 


Tell us what you want to do and we 
will show you how to do it. 


THE CUTLER - HAMMER MFG. CO. 


MILWAUKEE, WIS. 


New York Office, 136 Liberty St. 


Chicago Office, Monadnock Bldg. 
Pittsburg Office, Farmers’ Bank Bldg. 
Boston Office, 176 Federal St. 














Electric Flat [rons 


From a Scientific or 


Mechanical Standpoint, are 


Correct 


No. 1502-C 
The Enamel Method of insulation 
insures rapid conduction of heat, 
and absolutely uniform tempera- 
ature over the entire bottom of the 


iron. 


SEND FOR CATALOG “S” 
ON ELECTRIC HEATING 


oa 


SIMPLEX ELECTRIC HEATING CO. 


CAMBRIDGE, MASS. 
Chicago Office Monadnock Block 
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Devoted to the Published 
Science and : 3 | Every Month 


Art of es \ ~~ | $1.50 a Year 





Illumination aon a | lic. a Copy 


ILLYMINATING ENGINEERING 
PVBLISHING COMPANY. 
~ 





Selling Light 


A Solicitor of one of the Largest Lighting Companies in 
the West writes: 


‘Your publication in the past year has been worth many a 
dollar to me.”’ 
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A Prominent Electrical Engineer says :— 


‘“T subscribed for The Illuminating Engineer some 
six months ago, and am very much pleased with it. Ithink in 
the engineering profession it fills a long felt want. It gives in- 
formation that we cannot find elsewhere.”’ 


Ah ahr hbs bb bi hh hh hhh hhh hhh thet tts 
nob 644444444444444444444444444444444444444 
eee oe UU UU UU UU” 


The Contract Agent of a large Central Station in the East writes :— 


‘‘T want to take this occasion to tell you that I think The 
Illuminating Engineer is both valuable and interesting ; 
characteristics which do not always go together. My one diff- 
culty is that common to all busy men, namely, that I dd not have 
time to absorb as much of the good matter as I would like to.’’ 


The first qualification for a salesman is a full knowledge of 
his ‘‘line.’’ The Illuminating Engineer is the only com- 
plete source of information on all subject pertaining to the use 
of light. Many are using it regularly as a serial text-book for 
fitting themselves as Illuminating Engineers. 


Your request will bring a sample copy. 








THE ILLUMINATING ENGINEER 
12 West 40th St. New York 
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SELLING ELECTRICITY ADVERTISERS. 


For the Man Who Sells Electricity 


In other words, for the man who is a producer ~a business builder. Our Course in 
Scientific Salesmanship is for every such man. Because our Course is a practical science 
of business building; because it makes men stronger in every way; because it leads 
directly to more sales, greater profits, bigger business and better business. 
will multiply any man’s earning capacity by 2. 











Because it 





Not all the salesmen are “on the road.” ANY MAN WHO DISPOSES OF GOODS OR 
SERVICE AT A PROFIT IS A SALESMAN, no matter whether he does his work ‘‘on the road,” across 
a counter, from house to house, or from office to office; whether he sells shoes, machinery, clothing, sugar, adver- 
tising, real estate, bonds, telephone service, electrical service, or what not. 

And the man who directs, either as proprietor or as an employe in an executive position is simply a sales- 

man on a big scale. THe is trying to build up a business, trying in a 
hundred ways to make more sales possible, working to get business from a 
territory where none was ever got before, sweating to make two dollars 
grow where only one has grown, striving to increase the margin and the 
volume of his profits. 





THESE ELECTRICAL MEN ARE 
SHELDON GRADUATES, ASK 
ANY OF THEM. 

Cc. A. S. HOWLETT, 
Western Electric Co., Chicago. 


THOS. I. STACEY, 
Electrical Appliance Co., Chicago. 
J. P. CASEY, 
Commercial Electric Supply Co. 
St. Louis. 

H. J. MAUGER, 

General Electric Co., Schenectady. 
GEO. D. B. VAN TASSEL, 
Westinghouse Machine Co., Chicago. 
S. G. PETICOLAS, Manager, 
Westinghouse Machine Co., Omaha. 








We can be of help to all such men, the men who are fighting the 
bloodless but heroic battles of business. We have lent telling aid to 
23,500 already, and the Sheldon army keeps on growing by leaps and 
bounds. 

Nearly a thousand concerns in the United States have increased 
their selling efficiency by encouraging employes to take the Sheldon Course. 

A sale is a mental thing or process —the intelligent co-operation 
of one mind with another. Every sale must surely be brought about, 
therefore, not by technical knowledge alone, but by the power of per- 
suasion—the ability to persuade another to your way of thinking. You 
must lead the customer along certain mental paths until his mind reaches 
the conclusion you want it to reach. That is salesmanship. Now, the 


power to persuade is a the result of a masterful personality, and of that only. 
The Sheldon Course develops the personality that gives persuasive power, and it does so by teaching six things : 
Character-Building, Health-Building, Character-Reading, Business Logic, Business 
Psychology, General Business Topics. 


This wonderful power to create business—this masterful personality that persuades, comes as the natural and 


inevitable result of the development of the latent forces within the student. All growth is from within outward. 


All successful men are men of strong personality. AND ALL MEN HAVE THE MATERIAL OUT 
OF WHICH STRONG PERSONALITY CAN BE DEVELOPED. 


Great lawyers, great doctors, great scholars, soldiers, artists, actors, statesmen, are the result of a making 
process of years—a man—building development. Salesmen can be trained and developed just as other men are 








trained and developed. The “born” salesman, who 
achieves wonderful success, is simply following uncon- 
sciously some of the principles we have formulated. 
Eighty percent of our students are veteran salesmen. Suc- 
cessful salesmen gain proportionately as much from our 
science as the less experienced. 


Among our students are scores of men in the electrical 
industries. We can give references in any part of the country. 
Write today for our free booklet, ““Whys, Wherefores and 
Therefores.” 


THE SHELDON SCHOOL 


1046 Republic Bidg. CHICAGO 








The Sheldon School, 


1046 Republic Building, Chicago. 


Please send me your booklet *‘Whys, 


Wherefores 


and Therefores.’’ telling me how I can increase my 
efficiency and earning capacity as a salesman in 


electrical lines. 
Name 
Address 


Town. 


State 


All Instruction by Correspondence 
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Can you sell Electricity ? 


Can you present the light or the power 
proposition successfully ? 


Has your experience fitted you to combat 
keen competition, gas or electric? 


If you have ‘Made good,”’ and are anxious 
to broaden you field and increase your 
earning capacity—Write us at once. 


We can place 
2 Assistant Superintendents (Technical 
Men) 
2 District Agents (Commercial) 
6 Power Experts 
11 Solicitors 
in positions in the East, West and 


South NOW. 


If you are qualified to take hold and 
make good, investigate these oppor- 
tunities. 


WRITE 


The Electric Solicitors’ Exchange, 
54-56 CLINTON STREET, 


NEWARK, N. J. 
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We Can Prove to You that 


THE TALKING SIGN 


Can Sell More Juice for You than Any Other Medium 





We Make 


Good Electric Signs 


Devices, Emblems, Flashers, Time Switches, Photo- 


meters and Lighting Specialties 





Write for Bulletins 


THEELECTRIC MOTOR E EQUIPMENT CO. 


NEWARK, NEW JERSEY 














Best Reflector Lamp 
in the World 


Gives from 9 to | 0 times as much downward light on 
the same amount of current zs any other lamp made. 


No cumbersome reflectors—no expensive wiring— 
no special fixtures. 


RATING OF LAMP DOWNWARD LIGHT 


4c. p. clear 25 c. p. frosted 18 c. p. 
8 c. p. © SEC: vi : 

16 c. p. * Me p. 

3h Cpe “ 140 c. p. 


The Germania Reflector Lamp will help you get 

window lighting business. It combines lamp 

and reflector in one unit. Requires no investment for initial installation other than 
ordinary wiring and sockets. Write now for sample lamp and prices. 


GERMANIA ELECTRIC LAMP COMPANY 


(Independent of any lamp trust or combination) 


420-422 Ogden Street Newark, N. J. 























In writing to advertisers, mention “Selling Electricity.” 





Aug 121907 
SELLING ELECTRICITY ADVERTISERS. 


The Helios Flaming Arc Lamp 














Single burning on 
110 volts D. C. 

cH 

2 on 110, 2 on 220, 
4 on 220, or 10 on 550 
volts D. C. 

oH 

2 on 110, 4 on 220, 
or 10 on 550 volts D. 
Cra. 

. & 

1 on 110, 2 on 220, 
or 5 on 550 volts D. 
Coa. ¢. 

oe 

Yellow or white 
light as desired. 

oH 

Current 6 to 14 
amp. as desired. 

oH 

330 to 770 watts. 
per lamp. as desired. 














ee: ee TYPE 4000. CASE REMOVED 




















Prompt deliveries—Reasonable prices —Every lamp absolutely guar- 
anteed and backed by our 17 years experience in arc lamp making. 


Each lamp has an automatic cut out with auxiliary resistance so cut- 
ting out one lamp in a series does not affect operation of other lamps 
in same series. oi oi Bulletin No. 40 tells more. 


HELIOS MANUFACTURING CO. 


Main Office and Factory, Bridesburg, Phila. 


New York Office, 18 E. 42nd St. Boston Office, 630 Washington St. 
Mr. F. S. GASSAWAY, Mgr. Mr. STARBUCK SPRAGUE, Mgr. 
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How to Sell Goods 


—How to ginger up a sales force. 

— How to drum business in dull sea- 
sons. 

—How to route, handle and check 
salesmen. 

—How to train, develop and coach 
a sales force. 

— How to secure and organize sales- 
men and agents 

—How to m et objections and how 
to be a good ‘‘closer."’ 

—How to work the “‘big stick”’ plan 
of selling goods to retailers. 

—How to handle wholesalers and 
retailers to the best advantage. 

—How to judgea goodsalesman— 
how to hire and how to be one 

—How to analyze your proposi:ion 
and pick out its selling points. 

—How to make the consumer influ- 
ence dealers to buy your goods. 

—How to get out of the ranks of the 

““clerks’’ and become a salesman. 

And hundreds of other vital pointers 

and plans for clerks, city salesmen, 

traveling salesmen, retailers, whole- 

salers, manufacturers, mail order 

houses and advertising men. 


How to Buy at Rock Bottom 


—How to trap a lying salesman. 

—How to close big transactions. 

—How to prevent extravagant pur- 
chasing. 

—How to handle men and make 
quick decisions. 

—How to know to a nicety what 
stock is on hand. 

—Howto avoid penny-wise pound- 
foolish purchases. 

—How to play one salesman against 
another and take advantage of 
every opportunity to get a lower 
price. 

—How to devise a simple system 
which will bring to your notice 
automatically, all data, prices, etc., 
about a given article. 

—How to formulate a complete 
purchasing and record system for 
a mail-order house, a factory or a 
retail, wholesale, or department 
store, 

And other priceless pointers on 
purchasing, beyond description, that 
every business man, employer or 
employe, ought to have constantly at 
his finger ends. 


How to Collect Money 


—How to judge credits. 

—How to collect by mail. 

—How to handle ‘‘touchy’’ debtors. 

—How to be a good collector and 
how to hire one. 

—How to organize a credit and 
collections department. 

—How to weed out dishonest buyers 
from the safe risks. 

—How to get quick, accurate, inside 
information about a customer’s 
ability to pay. 

—How to write smooth, diplomatic 
letters that bring in the money 
without giving offense. 

—How to organize your own collect- 
ion agency and force worthless 
debtors to pay without suing. 

—How to devise a simple aud ef- 
fective system of insuring prompt 
and periodical collections of all 
your accounts. 

—And valuable information obtain- 

able in no other way, for credit 

men, collectors, accountants, and 
every business man interested in 
this vital department. 


— Yours Day 
ix Cents a Day 


Men have sweat blood and spent fortunes to 
learn these very business secrets which now you 
may read at your leasure and master at ease. 
The crystallized experience of practically the 
whole world of business is placed now, and 


for the first time at your instant disposal by the 
Business Man’s Library, described below. 


This library is, in reality, a complete corre- 
spondence course under the great Master Minds 
of Business. Six beautiful volumes, 1,263 pages, 
crammed full of ways of making money. Not 
theories or mere advice, but actual working 
business plans, which you can put into opera- 
tion in your own work tomorrow morning. 


Seventy-eight biz, broad men—not mere writers, but National Business 
Men, whose very names inspire respect and admiration and 
are the authors of the Business Man's Library. Alexander H. Revell, 
founder and president of the great firm bearing his name; Sears, Roe- 
buck & Co’s Comptroiler; John V. Farwell & Co’s Credit Man; Mont- 
gomery Ward & Co’s Buyer; Sherwin-Williams Co’s Gener 
These are only a few of the 
the Business Man's Library. 


onfidence— 


1 Manager. 
big business men who have cuntributed to 


To the man in the private office, this six-volume, Morocco-bound 
Library is welcomed asa guide and constant advisor. To the man 
charge of other men, either as employer or superintendent, it offers 
practical, working, business methods, tried and proven, which he might 
never have the opportunity to find out himself. And to the worker—the 
man who has hopes above his present position—it shows the short 
road to better days—better salary—more pow er—eventual success. 


in 


Then add to the help which this Library will bring you, the help 
which you will get from SYSTEM, which stands pre-eminent. the 
magazine of business. 260 to 356 pages in every issue of SYSTEM, and 
you cannot afford to miss a single page of it It inakes no difference 
whether you own your own business or whether you are working for 
somebody else; whether you sit in a private office and decide things, or 
whether you stand behind a counter and answer questions—SYSTEM 
will show you new ways of saving time and cutting out drudgery. 

SYSTEM has 300,000 regular readers. It has helped many of them to 
better s rie bigger profits, that would have been impossible, un- 
dreamed of, without SYSTEM. 

Don't waste time and money and effort studying over business problems 
which other men have solved. Don't be content to plud and blunder 
along—to spoil opportunities and waste chances through business igno- 
rance—when practical help, such as this superb Business Man's Library, 
is yours for only six cents a day. 


“This library is a short-cut to more salary, and more business, 
to more knowledge and more power. Worth a decade of ex 
perience. —JOHN FARSON 

‘I don’t care how smart or bright or clever a man is hecan learn 
a -_ “e deal from these six books. I will never part with 
my s —TOM MURRAY 

‘I bel it as of benefit and assistance to any wide-awake 
business- man, no matter who. —CHARLES E. HIRES 

“I wish the work could be brou: ght before every man who wants 
to build a real business career. —ALFRED DOLGE 


EASY OFFE type that are usually to te found only in 


costly editions. 1,263 pages that could scarcely be worth more to you if 
each leaf were a $10 bill; and twelve months of SYSTEM—more than 
3,000 pages of current business experience and help, convertible into 
ready cash—and then think of this offer: Only $18. spread out thin over 
nine months—and they are yours at once. Your check or money order 
for $2, or a $2 bill sent today, will start the books to you tomorrow, ex- 
press and every other charge prepaid, and enter your name as a regular 
yearly SYSTEM subscriber. $2 now and $2a month until $18 is paid. 
Less than you probably spend for daily papers; less, surely, than it 
costs you for car fare or the evening smoke. Long before this week is 
out these helpful books, if ordered now, will have a chance to put back 
in your pocket more than their cost. Is the offer clear? There fis 
nothing to sign. Write on your business letter head or state what basi- 
ness you are in. Simply send $2.00 and say I accept your offer in 
SELLING ELECTRICITy, Send to 


SYSTEM, 151-153 Wabash Avenue, Chicago 


Picture in your mind six handsome gold 
page volumes, the same binding, paper, 


How to Manage a Business 


— How to keep track of stock. 

—How to train and test employes. 

— How to hire and direct employes. 

—How to figure and charge estimates. 

—How to check deliveries and 
mistakes. 

—How to detect and eliminate 
needless iteins of expense 

—How to get the most out 
under and around you. 

—How to size up the money making 
possibilities of new ventures. 

—How to get up blanks, forms, rec- 
ords and simple systems for all 
kinds of businesses. 

—How to devise a perpetual'inven- 
tory system that will tell you every 
day the value uf material on hand. 

—How to turn a losing business into 
a profitable one—how to make a 
profitabie business more profitable 
And countless other things, includ- 

ing charts, tabulations, diagrams, 

plans and forms that every man in 
an executive position needs in his 
daily work. 


How to Get Money by Mail 


—How to write ads. 

— How to begin a letter. 

—How to turn inquiries into orders. 

—How to get your reader to ACT. 

—How to formulate a convincing 
argument. 

—Howto write trade winning busi- 
ness letters. 

—How to cover territory salesmen 
can’t reach. 

—How to key ads., circulars and all 
mail sales. 

—How to prepare an enclosure for 
a business getting letter. 

—How to keepcomplete information 
about mail customers at your finger 
tips 

— How to supplement the efforts of 
salesmen with live, business get- 
ting letters. 

—How to answer, file and follow-up 
inquiries from advertisements and 
those which come in the regular 
course of business. 

And page upon page of practical 
working detail—not only for mail 
order firms, but particularly help- 
ful to those not making a specialty 
of a mail-order business. 


How to Stop Cost Leaks 


—How to detect waste. 

—How to make an inventory 

—How to figure ‘“‘overhead’’ ex- 
pense. 

—How to systematize an entire fact- 
ory or store. 

—How to cut out red tape in 
cost system. 


of those 


a simple 


w—-How to keep close Watch on ma 


® terial and supplies 

“How to apportion the right number 
offemployes toa specific job. 

How to decide between piece-work, 

' day wages and bonus systems. 

—How to keep tab on the productive 
value of each machine and em- 
ploye. 

— Howto figure depreciation, burden, 
indirect expense, up-keep, profit, 
loss and cost. 

—How to know every day all little 
details that may turn intoleaks and 
losses of time and money 
And chapter after chapter of price- 

less plans for rractically every kind 

of business in which an accurate cost 
system is essential to monev making 
success. 














A Practical Demonstration 
f 


Illuminating Engineering 








O Central Station Managers who hesitate to engage the ser- 
a vices of an Illuminating Engineer because they are not 
convinced of the commercial value of such service, the 
Bureau of Illuminating Engineering offers a practical demonstration 
at a very low fee. 


From sketch plans and data to be furnished by the Central Station, 
we will lay out and submit by mail, specifications covering one or 
more ‘lighting installations. 


The charge for such service by mail will be merely nominal, it 
being our purpose to thus give a practical and convincing demon- 
stration of the value of this Bureau as Consulting Illuminating En- 
gineers to Central Stations. 


Bureau 
of 


lluminating Engineering 
437 Fifth Avenue, New York 








ARGUMENT: If the amount of light now wasted were given to Central 
Station customers in the form of useful illumination, dissatisfaction and the outcry 
against extortionate rates would cease. It is the purpose of the Illuminating En- 


gineer to eliminate waste. Not to reduce consumption of gas or electricity. 
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